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In the first quarter of 1957— 
McCall's advertising linage gained 18.1% 
and advertising revenue gained 27.8%— 


over the first quarter of 1956 


AND NOW: 


APRIL 
McCALL’S 
a. | 1S THE 


Ever! 


: BIGGEST! 


Advertising Pages 
Ever! 


Biggest Value 
Ever 
to Readers and 
Advertisers! 
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as seen by 


JOHN BURGOYNE 


The trends in cigarette advertising 
have gotten under our skin lately 
the extent that we vent down 
the taxidermist last week to see 
weasel tattooed 

nour right hand. We smoke a cer 


in brand of flip-top 


uldn't we get a 


cigarettes 
nderstand and omechow, we 
nt feel right with just a plain 


cpanse of bare ticking t 


ider our cuff 


nie i feller ha i } nd 
ru iil or his mother-in-law 
kewered on a. sish-ke-bal word 
emblazoned on his mitt he's likely 
to e considered i parvenu I 
Johnny-come-recently. If we could 


nly keep our pipe lit we wouldn't 
rry about it at all, but ou know 
Ww wind it wets rround here 


netimes 


A look at fis wife tringy hau 


nvinced a cosmetic maker that his 
idvertising wasn't reaching every 
it should. He decided to begin 
new ad campaign, got hold of 
iene ind et the wheels a 
rollin’. Then he wanted to test th 
ilts, and quick So he got on the 
horn and = called sSurgoyne I he 
itter put his research boy t vor 
n Roanoke Rocktord ind) South 
Bend, where test market operation 
vere being conducted, and the re 
orts started rolling in. Sales were 
oming. S on with the ad-cam 
ain mid now ‘ ! ! wits 
pai \ pret pood 
. . . 
Lift it off the hook and call f 
hn Burgoyne when it the tact 
‘re after. He'll come a-runnin 
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HIGHLIGHTS 


EVEN HENRY FORD COULDN'T KILL IT 


‘The production genius and the No. 2 man under Henry Ford 


says in his new book, “In his shaken old age not even its 
founder could destroy” the Ford Motor Co. This year for the 
first time in 20 years, Ford is outselling Chevy. Ford is poised 
to introduce the Edsel. Did you know the Model A was created 
in just 90 days? And that mass consumption forced Ford into 
creating the mass production assembly line? 12 


HOW TO RECRUIT IN 20 MINUTES 


If you don’t want to be skunked in recruiting this June's 
graduates, you will have to put a little imagination into your 
recruiting. Diamond Alkali provides timely cues on college 


recruiting this year. 37 


HURST'S NICE LITTLE GROWTH FIRM 


You are smart and lucky if you can found and own an industrial 
growth firm. But if you can’t be a Peter Hurst who contributed 
an idea—and no money—and 17 years later is worth $4 million 
dollars in capital gains, what kind of an executive should you 
be if you want to be a successful executive in a growth firm? 29 


FOR A NARROW-MARKET PRODUCT 


Kikko-Man Soy Sauce scares away many a prospect simply be 
cause of its foreign-sounding name. So how would you plot 
the first of a series of expansion moves? How would you handle 
ampling, demonstration and display, with a modest advertising 


budget ? 49 


MY PERSONAL SALES MANUAL 


Savs Harold Kk. Fellows, chairman National Association of 
Radio and ‘Television Broadcasters, “I know some rules, a 
few of which may have a shine of newness, but most of which 
are familiar to you professionals.” How do his jibe with your 


own’ 70 


site, Audit Associated National Magazine 
‘D: - 2 Business Business Publishers 
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SALES MANAGEMENT, with which Is incorporated PROGRESS, Is published the first and third Fridey of 
every month, except in May, September and November when a third issue is published on the tenth of 
the month. Affiliated with Bill Brothers Publishing Corp, Entered as second class matter May 27, 1942, 
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WAlnut 3-1788; Philip Harrison, General Manager: Rober? Latwin, Editor. 
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HOW TO CREATE “FAMILY FEELING” 


Borden, mindful that investors are prospects for many ot its 


products, cultivates stockholders with samples, and frequent 


friendly communications which tell shareowners what they want 
to know in form of text and pictures, 


WHAT'S YOUR PROSPECT AFRAID OF? 


(jet the answer, and you will be more effective in your selling 
Negative psychological factors are a part of every selling situ 


ition just be ause buyers are human beings. 


RETAILERS SAY "YES" TO P-O-P 


Whether you are a Coca-Cola, an Eastman Kodak or a U. S 
Steel, you are fighting the battle for point-of-purchase display 
space. What makes one fail where another succeeds ? 


EXECUTIVE MANPOWER RESERVE 


The ills of many companies ¢ aught Ina tightening proht squeeze 
might well be cured by training and developing potential execu 


tives. Not all such programs are adequate. How does your 


stack up? 


CONTENTS 


General Management 


Hurst's Nice Little Growth Firm 


Industrial Marketing 
New Help for Industrial Marketers 


Manpower 

Sales Recruiting in 20 Minutes 

The Greatest Need in Sales: An Executive Manpower Reserve 
Salesmanship 

What's Your Prospect Afraid of? 

A Page from My Personal Sales Manual 


Sales Training 


Let's Train Salesmen to Develop Imagination 


Stockholder Relations 
Why So Many Stockholders Have a Family Feeling about Borden 


Test Campaigns 
Test Campaign Gives Go-Ahead to a Narrow-Market Product 


DEPARTMENTS AND SERVICES 


Advertisers’ Index 95 Marketing Pictograph 38 
Corporate Close-up 12 Promotion Idea File 64 
Editorials 7 Sales Gains & Losses 71 
Executive Shifts 45 Sales Promotion at Work 68 
High Spot Cities 86 Scratch Pad 96 
Human Side 48 Significant Trends 15 
Letters 21 They're in the News 32 
Mail Promotion 66 Tools for Selling 61 
Worth Writing For 60 


MAY 3 1957 


pay 


3 


54 


61 


46 


29 


73 


37 
46 


54 
70 


40 


34 


49 


A *7 Billion Industry 


is Buying from 
THE PACKER 


As you—and the nation—sleep, a 
vast $7 billion industry takes up the 
nightly multi-million dollar task of 
buying, selling, and distributing 
fresh fruits and vegetables for 
America’s dinner tables. 

During this midnight to morning 
working “day” of this important 
segment of the Fresh Fruit and 
Vegetable Industry its members de 
pend on the Packer, weekly news 
publication of the industry. They 
look to it for vital trade news, mar- 
ket forecasts, and industry infor 
mation. Most important to you, 24 
hours a day the Packer is also their 
buying guide for the goods and 
services you have to sell. 

Wake up to the market the 
Packer offers you in coverage, read 
ership, and results. It’s read thor 
oughly every Monday by the 16,421* 
industry leaders — growers, ship 
pers, brokers, buyers and distribu 
tors—who control more than 85% 
of the industry’s buying power 

P.S. Nearly 20,000 copies of 
FRESH, the Packer's new 1957 
Yearbook of the industry are now 
on the press. Nearly 1,000 display 
advertisers took this FRESH op 
portunity to reach more buyers 
daily the year around. Better make 
a note to reserve 1958 space now. 

*ABC average net pd. circ. for 
12 months ending June 30, 1956 


THE PACKER 


20! Delaware Kansas City, Missouri 


Join The Norristown, Pa. 1000 Club 


We win 78 to 7! 


A special analysis of 85 different and new 
Sales Mgt. market value factors, 1956 ver 
sus 1955, shows 78 of 85 as bigger reason 
for you joining our 1000 new advertiser 
club. Ite a 91.7% improved opportunity for 
more sales with Montgomery County's No 
1 newspaper 


NORRISTOWN MARKET 
CITY & RETAIL TRADING ZONE 


Population 149,100 
Family Income $7,765 
Food Sales $56,196,000 
Furn. House $26,288,000 
Drug Sales $4,793,000 
Liquor Stores $5,165,000 


me Times 


Total Net Income $305,172,000 
lotel Retail Sales $211,240,000 
Gen. Merch. Sales $35,395,000 
Automotive Sales $30,620,000 
kat & Drink Places $17,159,000 
Gas Service Stations $11,756,000 


NOTE: fo Harry and Bob. Who is 


your paper edited for? My own city you 
jerk, says you. Of course, of course says I. 
Well then, how could those 63 copies you 
peddle into Norristown do any good there? 
Did you know the Times Herald is pub 
lished and edited all for Norristown? It 


sure is . you jerk 


Herald 


NORRISTOWN, PA. 


National Representative: The Julius Mathews Special Agency 


hospitals 
come here 
to buy 


Ul 


a iyo ré, filed here 
| 


HOSPITAL 


| your catalog 


aig helps them 
buy from you 


Since 1919 hospitals have relied on Hosprrat PURCHASING FILE for 
buying information on the several thousand items used in everyday 
operation and maintenance for which they now spend $2.2 billion 
annually. Administrators, architeets, consultants and purchasing 
officers use it also for basic data on the general and special equip- 
ment needed for hospital construction—a 1957 market of $775 
million. Your catalog filed in Hosprran PurcHasine Fite will help 
them buy from you. The 1958 (35th) Edition is now in preparation 


catalog space reservations close July 1. 


Write now for market 


details and full information on why and how to file your catalog in 


HosprraL Purcuasine Fine. 


w poect 


Coaroeastiow 


A 


Service 


= 


HOSPITAL PURCHASING FILE 


PURCHASING FILES, INC. 


919 N. MICHIGAN AVENUE, CHICAGO 11, ILLINOIS 
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How To Sell More Food Products 


The chart below shows that Modern Romances food advertising linage is up 


a whopping 104.9% for the first half of 1957! 


Why this tremendous increase? Because more and more leading food adver- 
tisers are recognizing the fact that the young mothers who read Modern 
Romances are the ones who pile shopping carts high with their products every 
day of the week. The typical Modern Romances reader is in her early twenties, 
married, and has a young, growing family, including a couple of young chil- 
dren, to care for. Shopping for great quantities of food is one of her most 
frequent tasks, and she likes to shop from the pages of Modern Romances 


because it’s a magazine edited especially for her. 


Small wonder that when you advertise your product in Modern Romances, 
you sell millions of young food shoppers. Schedule Modern Romances and 


you ll sell more to the constantly growing young family market 


MODERN ROMANCES FOOD ADVERTISING LINAGE 


JAN.-JUNE 1956 
<i 
104.9% 


INCREASE 


MODERN ROMANCES 


4{merica’s Youngest Married Woman Audience 


DELL PUBLISHING COMPANY, INC. 261 FIFTH AVENUE, NEW YORK 16, N.Y. 
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Bell & Hows new kilmosound 302-E is the first high fidelit ound projector designed jor home and industry. 


Now for the first time 
you can put true hi-fi sound on film! 


Bell & Howell’s new Filmosound 302-E magnetic recording 
projector marks a major advance in sound movies. This 
imazing instrument makes it easy and economical to add 
high fidelity sound to any 16 mm film! 

All you do is start projection, add commentary and sound 
effects as you show your movie. Changes are simple to make 
With the 302-E, you get brilliant pictures, easier operation 
ind lighter weight at no increase in price 

$100.00 trade-in bonus! For a limited time, your old projector 
is worth $100.00 more than its “Blue Book” value when you 
trade it in on a 302-FE Filmosound. Your Bell & Howell dealer 
will also soundstripe up to 400 feet of your favorite 16mm 
film absolutely [ree— just to demonstrate 302-E performance 


See your dealer today or write Bell & Howell, 7190 McCor 


mick Road, Chicago 45, Illinoi 


Bell ©& Howell 


50 YEARS OF FINER PRODUCTS THROUGH IMAGINATION 


yy a 
Me %, ba 3 fe pr 


Hi-Fi Heart of the 3O2-E 
Filmosound 302-E has powerful new 15-watt amplifier with 
50° more output. Its wide-range frequency response repro 
duces any sound in the audible range. Microphone sensitiv 
ity has been tripled. Additional “peak” indicator light and 
automatic switching of input circuits simplify recording 
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MAT 3, '¥97 


EDITORIALS 


Automate—or Die! 


“Industry, regardless of size, must automate—or die!’ declares 
Charles Kerner, assistant vice-president and works manager, In 


dustrial and Marine Division, Walter Kidde & Co., Inc. 


“One-half of our national product is produced in job shops,” points 
out Kerner. Automation is just as practical—and necessary—in these 
operations as it is in larger industries.” 


No doubt there are scores of works managers in the same frame 
of mind as Kerner. They have pride in their work and pride in thei: 
ability to apply new cost-reduction equipment and ideas to their spe 
cific problems. Stated in sales terms, they are aching to buy. 


(Good works manager that he is, Kerner logically prepares a blue 
print. It’s there for imaginative sales executives to use in helping 
their salesmen to sell industrial firms. 


Kerner says there are eight immediate benefits to be obtained 
from automation: better machine tool efficiency, reduced lead time, 
reduced in-process inventory, increased capacity, dificult jobs made 
easier, simpler jobs provided for older employes, less exposure to 
safety hazards, and reduction of high labor cost. 


When a prospect describes his industry’s needs, and points out to 
himself economic benefits of buying, what are we—sales—waiting for ? 


Not-So-Strange Competitors 


One of the beauties of the American economic system is its flexi 
bility. In the news is Ormet Corp., which is the new name for Olin 
Revere Metals Corp. 


Ormet is jointly owned by Olin Mathieson Chemical Corp., and 
Revere Copper and Brass, Inc. Ormet is building two plants to 
produce 180,000 tons of primary aluminum a year. Of this, 120,000 
tons will be delivered to Olin Mathieson and 60,000 tons will be 
delivered to Revere for fabrication. 


After delivery of the primary metal produced by Ormet, the joint 
effort between Olin Mathieson and Revere ends—and the two com 
panies become competitors in the production and sale of their fabri 
cated aluminum products, 


Both companies obtain the advantage of an assured supply of raw 
materials and they reduce the cost of production by combining to 
produce their joint requirements. But each reserves its freedom to 


locate and to serve its fabrication customers. 


Why No Industrial Hang Tags 


It is estimated that the nation’s 17 million tactory personne] ser 
at least one hang tag a day in the course of their work. At this rate 
hang tags are seen nearly 4!/ billion times a year. Further, it is esti 
mated that each factory employe is compelled by the nature of his 
duties to read a minimum of 10 tags a day. This rolls up a daily total 


of 170 million and a yearly aggregate of a staggering +4 billion tags 


lags can spread the manufacturer's sales story to executives plant 


superintendents, foremen, purchasing agents, skilled machinists, and 
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1957. 


finds industrial Equipment News at 

its all-time high in usefulness, influence, 
circulation and linage the most 
advertised in business paper, because 
the most actively consulted for new 
and improved products 

Details? Send for complete DATA FILE 


Thomas Publishing Company 


RAMAN 461 Eighth Avenue, New York 1,N.Y. 
CUD... Afitiated with Thomas Register 


What makes a 


"Look, Tom, we can take 
nuclear physics and 
sq Play football, too!” 


" 


All across the Midwest 


Upper 
these days, young men’s fancies are 
less-than-lightly turning to thoughts 
of higher education 

Between bouts with sundaes and 


backyard baseball, boys in some 
1,200 towns of a 314 -state area are 
studying college catalogs and private 
prep school bulletins; putting aside 
comic books and “‘rock’’ records to 
wrestle the relative merits of Har 
vard, Yale and Carleton, or to 
compare the advantages of Phillips 
Exeter Academy in New Hamp 
shire and Minnesota’s Blake School. 

Cause of this unusual yen for 
advanced book learnin’ is the Min 


newspaper great? 


neapolis Star and Tribune’s Inter- 
national Scholarship Program, which 
offers a remarkable assortment of 
educational opportunities to these 
two newspapers’ 11,000-plus carrier 
salesmen. Last year a total of 61 
scholarships, worth more than $50,- 
000, was awarded, the list of prizes 
including sixteen $250 educational 
trust funds, two all-expense trips to 
Europe through the American Field 
Service, and 43 tuition awards from 
yarticipating schools and colleges. 
Ninners were selected from the 
more than 3,000 carrier boy hope- 
fuls who deluged the desk of circu 
lation director M. E. Fisher with 
their applications. 


Fisher, foster-father to this world’s 
largest family of newspaper boys, 
takes personal charge of the Scholar- 
ship Piaanean. working long and 
hard to expand and improve it. He 
travels thousands of miles each year 
to discuss the program with deans, 
professors, admissions officers and 
students, is unshakeably convinced 
that newspaper route training plus 
a good education make the best 
possible stepping-stones to adult suc- 


cess. Through his efforts, the Min- 
neapolis Star and Tribune’s 
International Scholarship Program 
has become not only the most ex 
tensive newspaper-sponsored plan 
in the country, but one of the most 
highly respected, as well. 

Is all this good business for the 
newspapers? Definitely yes——for the 
Minneapolis Star and ‘Tribune’s 
honest concern with the welfare and 
future of every carrier boy in their 
223 county, 240,000-square-mile cir- 
culation area is just one more reason 
why these newspapers earn and keep 
the warm sana and continuing 
loyalty of the largest newspaper 
audience in the Upper Midwest. 


Copr., 1957, The Minneapolis Star and Tribune Co, 


Minneapolis 
Starand Tribune 


EVENING MORNING & SUNDAY 


625,000 SUNDAY - 495,000 DAILY 


JOHN COWLES, President 
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general factory hands whose endorsement constitutes a powerful 
product asset that money can’t buy. 


But search your own factory to see if you can find any or, at best, 
more than a handful, of hang tags that give both product information 
and carry a sales message. 


The hang tag on consumer products has long since become the 
ally of the manufacturer who sells consumer goods through retailers. 


If you sell industrial products, you may not have given a thought 
to the usefulness of a hang tag, or its equivalent, on the products 
that go out of your factory. 


If you are a manufacturer of hang tags for consumer use or of 
tags that now go into factories, take a fresh look at what is a vast 
untapped potential for you. 


How to Handle Individualists 


It is evident to anyone who takes even a casual glance at “help 
wanted” display advertisements published by industrial firms seeking 
engineers that something is lousy in the relationships between the 
engineers and their employers. 


It is obvious that hundreds, and perhaps thousands, of engineers 
are making a career of job-hopping. The number of engineers, of 
course, is less than the demand so engineers are in the happy position 
of being able to pick their slots, and to keep experimenting to discover 
if the pasture is greener on the other side. 


Let’s not let the shortage of sales engineers produce such a chaotic 
condition, The National Association of Manufacturers has just come 
up with a booklet titled “Satisfying the Salaried Employee” that will 
be of interest to each of you who employs engineers, scientists, and 
staff specialists. 


First of all, NAM reminds us that the professional employe wants 
to be recognized as the member of a profession. We take pride in 
describing selling as a profession, but how often do we remind 
ourselves and talk with our salesmen and sales engineers about the 
meaning of the professional aspect? If we do not, we may be missing 
a bet because the professional employe is often career-orientated rather 
than company-orientated. NAM describes him as “an individualist 
who is constantly evaluating himself. He dislikes regimentation and 
ompulsion.” 


Almost every company has one or more fine salesmen for whom 
there are no openings in management, sometimes because the indi 
vidual is not qualified or because the organization has not grown 
large enough. But how many of us make sure that the professional 
salesman is given some of the trappings that would go with a pro 
motion to greater responsibility? Also, NAM , ints out, “It should 
not be necessary for the professional ‘expert’ to orsake his specialty 
in favor of a management spot he does not seek.” 


Ah! Prosperity! 


Once upon a time, back in days less lush and zany, there was 
a radio program called the “$64 Question.” ‘That has passed 
and now a show, on television, is giving away $256,000! Jingle 
contests offer trips around the world. Essay-contest winners fly to 
Bermuda. And Cadillacs are merely consolation prizes. 


So, naturally, Hiram Walker, Inc., offered a Rolls Royce (what's 
left?) to the New Yorker who “named” the chauffer recently featured 
in its Imperial whiskey ads. Of course, in keeping with the times, 
5,000 additional awards were tossed in to pacify less lucky entrants 
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The median income of the 
non-farm ¢/é Magazine 
households is $6,050. 
This is exceeded by only 
3 of the 54 magazines 
appearing in the latest 
Starch Consumer 
Magazine Report. 


1,180,296 Fiks comprise a 

mass market with class incomes. 
The Starch 51st Consumer Magazine 
Report gives the complete picture. 
Just write or phone to see a copy. 


THE MAGAZINE 


New York Los Angeles 
Chicago Portland, Ore 


TRANSFER 
COMING UP? 


Let 


NATIONAL VAN LINES, Inc. 


move you 


ANYWHERE IN THE U.S.A. 
ANYWHERE IN THE WORLD 


If you’re an employee with a pro 
motion in your pocket and headed 
for a new home, trust National to 
pamper your goods, make the move 
worry-free ! 

If you're an executive in charge 
of moving personnel, exhibits, 
business equipment, let National 
take over for you and do the job 
safely, economically. 

National offers direct “one van" 
service to all 48 states; world-wide 
plane or “Ocean-Van’ service 

For full details, contact your local NVL 
agent or Mark Egan, General Sales Man 


ager, National Van Lines, Inc, Natlonal 
Placa, Broadview, Illinois 
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AMERICA’S PIONEER NATIONWIDE MOVING COMPANY 


i] 


“We are great believers in the consistent 


of thre 


recently 


In the Pittsburgh offices 


turmy ( ompaty, Wwe 


vertising Manager. on the 


madustrial publications. A resident of the 
14. Mr. Weimer 


organization 


Pittsburgh area since thie ue of 


Rockwell 


jomed thie 


Q Mr. Weimer, how would you describe 
the Rockwell Manufacturing Company? 


Aw. in i civersihed tiantulacturing 


organization sic vuriou adlivision 


produce 


irict ol product 


nicl stilpwaciiarie 1 considerable 


Q Would you name the principal ones? 


A Well. ti tol all e ure kinown blo ise 


netering ¢ pert and we nianulacture 
ele! that measure jist ibout every 
Cheat frome the cotiletve ou buy to the 
one 0 pond i wallet mad onl 
ele tustmetes lure register and 
purking meter to name a few. In addi 
tion © miantilacture iS pre ure regu 
lator Tat types ol ilye miacliune 
tool | ee part mad | lrauilue 


Q How long has your company been 


in business? 


A We have only been operating under 


the Rockwell mame for a litthe more thar 


11 cul bot whem you Chink oi tern ol 
T Tail tibsiucliarie nicl clivision 
rT brick ore than LOO 


Q When did the business as organized 
today get its start? 


A ii 1927. bn that year Col 


Rockwell 


fe who OVA Zallon tS LhOW Taine. 
erved the Pittsburgh Meter ¢ Onpany 

hive cle iter meter with the 

| peantatore Vete ( Ornipan Whischy rnvacte 

cle | i ile Larmctponnl bot! 
tions were ina seasonal busine 


rT midi the merger did 
tie to level out the peak ana valley 
ithe bl bie cvele IL hie new COMpPAny 
the Pittsburgh bguitable 


Through thre Vcul 


tibosicliarnd were acquired, lirst 
pple ent the held of activity served 
; the orminal firm and later to expand 


thecd market 


th) ‘ 


Q When did you acquire your present 


name? 


A In 1949 our 
Rox kwe ll 


was dictated by the fact 


ollicially 
Manulacturing 


piatnic Wal 


changed to 


Compar Phi 


Rox kwe I] Manufic - 
had thie 
EXPeErLENnce of interviewing William F. Weimer, Ad- 


subject of trade and 


pleasant 


(sreate 


Weimer 1s 


into adve ruising 


After considerable experience in both the manu- 


facturing and sales ends of the business he moved 


in 1945 and has served in his 


present capacity for the past 7 years. An active 
member of several advertising associations, Mr. 


a past president of the Pittsburgh 


21 years ago. Chapter of NIAA. Here are portions of the interview, 


that the manve bquitable Meter cid not 
convey how broad out SCOPE ol activitse 
was, or if the future could be—it fixed 
our product inn thee publi mind as just 


mcter 


Q How many manufacturing plants do 
you now have? 


A At the present tine we have 20, and 


ever il more are tinder construction and 


near comple tion 
Q What is your geographical spread? 


A Coast to coast 


Q Am | correct in assuming that your 
advertising history goes back many 
years? 


A ve Many of our subsidianes and 


CLIVISIOUS have long been AY YTCOCSSIVE acd- 


vertisers 


Q And | assume that you stepped up 
your corporate advertising at the time 
you took your new name. 


A You are right. Of course our first job 
was to build recognition and presuge 


for a new name im madustry, 


Qi; the advertising of all Rockwell 
divisions handled by your department? 


A No. We actually have two advertising 
operations. In this department we handle 
all corporate advertising and the product 
advertising for all units but the Power 
Pool Division. Because of the nature of 
the products it manufactures, and be- 
cause it has an entirely different market, 


this one division does its own advertising 


Q Do you conduct entirely different 
campaigns for the various divisions 
you handle? 


A Yes, and that’s one of the things that 
make this a rather busy office. We put 
together 10 separate advertising budgets. 
Fach involves different products, differ- 
ent markets, different media, and dif- 


ferent problems. 


Q Are you frequently able to measure 
the effectiveness of your advertising? 


A Only once in a while do we embark on 
a program in which we deliberately de- 
sign our advertising to pull replies or 
active 


response. And when we do it 


works. Most of our advertising is designed 
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use of trade and industrial magazines” 


a product may be seasonable, but the job 
of heepang a customer and pre spect aware 
of the product is nol 


to do the ly pe ol job that can be mea 


ured only by its contribution to the suc 


cess ol our sales programs Its effective 


ness is hard to measure, but there is no 
doubt in my mind that our advertising 
has played a big part in our growth and 


‘ Apahision 


Q How large is your advertising de- 
partment? 
A At the present time we have 14 people. 


Q What are your beliefs in regard to 
continuity in advertising? 


Aw. certainly don’t believe mi bit-and 
run tactics. Our advertising is in every 
sense a partolour sales efforts. We make 
every allemipt lo coordinate our theme 
and pitel with those bemg used by our 
ilesmmen. and if itis to successfully sup 
port their activities Our advertising must 


vularly \ 


but the job of kee pig acu 


ippear re product may be 
casonable 
tome prospect aware ol the product 


is nol 


Q What is your feeling regarding the 


importance of trade and industrial 


publications? 


A Well. seve 


if L thought that peopl really read trace 


il times | have been asked 


ana inclustrial HidVaZitic and my answer, 


1 thank. 1 


Hhiat who 4 


rather basic. | feel that any 
miterested in advancement 
and success must read one or more of the 
better magazines that cover his chosen 
field. They are his only means of keeping 


track ol 


the constantly changing wnflu- 
ences within his busimess They are his 
one sure way of learning the news that 
affects his business or industry while itis 
still news. 
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Q How do trade and business publica- 
tions figure in your present advertising 
activities? 


A Phevy are and, Lam sure 


backbone of our 


will continue 
to be the uivertisin 
effort. They provice avery vital link on 
our lines of communications with our 


many Customers and prospects 


Q Do you feel that the advertisements 
that appear in trade and industrial maga- 
zines are of particular interest or im- 
portance to readers? 


A can answer that question best by 
telling you about a recent discussion | 
had with one of our engimeers. We were 
discussing reading habits, and he told 
me quite frankly that most of the time 
he reads the advertising more closely 
than the editorial material because im 
their effort to sell, advertisers tell him 
in digest form everything that is new in 


the way ol products and services 


Q Is your use of trade and industrial 
publications increasing? 


A Phe number of public tions we tise 
has gone up vreatly over the last 10 
years, because our iles departments 
have steadily sought new and broader 
markets. As L said before, our advertisim 


is closely coordinated with our ale 
activities, and when our salesmen move 
into new areas advertising moves alon 


in support, 


Q In conclusion, is there anything more 
that you would like to say about the 
value of the trade and industrial press 
as an advertising medium? 


A I would only like to repeat that here 
at Rockwell we are 


cousistent use of trade and imdustrial 


yreat believers un the 


couvinced that the 


magazines. We are 


when our salesmen move into new 


areas advertising vos ale myo su pr pne rf 


mien oul cClistomelr ana 


1 them farth 


prospect many tela rea 
fully. dn them clesire to keep ibreast ol 


chanwe they read both echitortl ane 


closely. Thi 


lo not mean that all our advertise 


wivertising page of course 
ments are een by everyone flor whom 
they are mtencded that is one of the 
reasons we advertise consistently m all 


ol the publi ition Ve ise 


Phrough the use of trade and industrial publi itions you are able to com 


miunicate with your customers and prospective customers th an itinosphere 


that is natural to them and most produc tive for you 


Poday reliable business 


press serves a purpose unduplicated by any other selling force, 


Chilton publications cover their chosetr 


fields with an editorial excellence and 


a strict control of circulation that assure confidence on the part of readers and 


advertisers. With such accept mice von 


Chestnut and 


Ss § CHILTON PUBLICATIONS: Department Store Economist « 


th treet 


a propor Licoriate 


Chilton 


COMPANY 


"| 
f ling powe - 


. Philadel phia 9, Penn 


ylranta 


Hlardware Age 


The Iron Age « Jewelers’ Circular-Keystone « Distribution Age « Motor Age 
Automotive Industries « Optical Journal and Review of Optometry « Spectator 


== 1 2 Commercial Car Journal « 


—_ Gas « Electronic Industries 


Boot 


and Shoe Recorder « 
Butane-Propane News « 


Hardware World 


Book Division 


———————— 
—z 
Nye 


metalworking 
plants... 


} and SMALL 


only modern machine shop 
offers you... 
Largest circulation..........52,000 


Largest number of 
plants covered....... ... 33,000 


Lowest cost per thousand. . .just $6.15 


Plus outstanding proof of advertising 
results: In 1956, Modern Machine Shop 
carried more pages of advertising than 
any other metalworking monthly! 


With Modern Machine Shop's massive 
circulation, you get the most complete 
coverage of all metalworking plants 

large, medium and small—plus deep 
penetration of the larger plants. Its good, 
big circulation is scientifically designed 

to do a thorough job in America’s biggest 
industry ! 

For results you can see, put your 

money where your market is... in 


modern machine shop NB P| 
431 Main Street, Cincinnati 2, Ohio 


Also publishers of Products Finishing 
and Products Finishing Directory . 
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CORPORATE CLOSE-UP 


Even Henry Ford 
Couldn't Kill It 


| don’t want all the auto business; 25% will satisfy me.” 


lhis was the view of Henry Ford in 1927, the 19th and last year 
ot the Model ‘T which had accounted for 50% of the market three 
ears before. His grandson has cornered in the first quarter of this 
ear 30% of passenger car sales and is doing his best to relieve 
(jeneral Motors of some of its 50%. 


Ihe nightmarish story of the elder Ford's senile undermining of 
il organization at which the whole world marvelled is a high point 
of Charles FE. Sorensen’s “My Forty Years With Ford,” published 
by W. W. Norton & Co. Still proud to have been “Henry Ford’s 
man,’ Sorensen, who was executive vice-president, was the production 
genius who fathered the giant Willow Run bomber plant. 


“By 1943, reports ‘Cast-Iron Charlie,’ “the picture was clear: 
the team was breaking up. The captain was a sick man, unable to 
all the plays, ‘he line coaches were gone. Anyone who made a 
brilliant play was called out.” 


Among the many “Did you know?” passages in what Sorensen 
describes as ‘“Mr. Ford’s greatest success and his most tragic failure” 
are these: 


The Model A in 90 days. “Henry Ford is supposed to have taken 
a year to create the Model A. ‘That is not quite correct. He 
would not even think of tackling a new car until the last Model 
T came off the line. [Then it] was six months before he would get 
to work. [After that] clearing the design and getting the Model A 
into production took only 90 days.” 


The price was the key. “We first reduced the price to a point where 
we thought the most sales would result; then we went ahead 
and tried to meet that price. What use is it to know the cost if it 
says you cannot manufacture at a price at which the article can be 
sold? Actually the new price forced costs down; and one way to force 
costs down was to name a price so low that everybody in the shop 
would be forced to higher efficiency.” 


‘Hawkins’ sales force was flooding us with orders." [Hawkins was] 
‘pouring imprecations on the heads of manufacturing. Mass con- 
sumption was here. Henry Ford had no ideas on mass production. 
He wanted to build a lot of autos. He was determined . . . but he 
didn’t know how.” 


“Hawkins and his people brought us our first challenging volume. 
That challenge had to be met by faster production. ‘True, it was 
the car that made the salesman, but it was the sales organization 
that sparked the growing production organization.” 


Ford, the manager. “Constant ferment keep things stirred up 
and other people guessing was the elder Ford’s working formula 
for progress.” 


Managers’ traits. ‘“(iood managers at Ford had to have some of 
these qualities: 1. refreshing simplicity, 2. brains, 3. education, 
4. special technical ability, 5. tact, 6. energy and grit, 7. honesty, 
8. judgment, 9. common sense, 10. good health. 


Ford's greatest failure. [It was] “his treatment of his only son, 
Edsel . . . He probably hastened the death of his only son. He 
came close to wrecking the great organization he had built up.” 
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12,000,000 


families will read 


“Mutiny in Paradise’’ 


by James A. Michener and A. Grove Day This W 


e¢ fh 


... a THIS WEEK BOOKCERPT complete in four 
parts starting May Sth. The book “Rascals 
In Paradise’’ will be published by Random 
House in June. 


Your advertising will be read by more people in 
This Week Magazine than in any other publication. 


Central lowa 
Loves WHO-TV! 


NCS No. 2 CIRCULATION 


DAYTIME HOMES NIGHTTIME HOMES 

WEEKLY DAILY WEEKLY DAILY 
WHO.-TV 181,490 121,620 211,500 166,460 
Station B 175,650 123,430 204,280 163,920 
Station C 176,340 104,930 218,690 148,320 


It gives us a lot of satisfaction that the new Nielsen 
N.C.S. No. 2 


runs very parallel to the audience coverage 


shown by the 1955 lowa Television Audience Survey. 


N.C.S. No, 2 now proves again that, day in and 
night out, WHO-TYV gets into more Central lowa homes 


than any other television station in the region! 


You who have known the WHO Radio operation, over 
the years, will understand the Central lowa audience 
preference for WHO-TYV. Decades of highest integrity, 
public service, confidence and believability all add 


up to a QUALITY audience and QUALITY RESULTS, 


WHO.TV is part of 
Central Broadcasting Company 
shich also owns and operates 
WHO Kadi Des Moines 
WOC-TV, Davenpor 


WHO-TV) 
WHO-TV \ 


WHO-TV - 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
-WHO-TV 

WHO-TV 


WHO-TYV 
Channel 13 - Des Moines 


Col. B. J. Palmer, President 


P. A. Loyet, Resident Manager 

Robert H. Harter, Sales Manager gNBic 
Peters, Griffin, Woodward, Inx — 
National Representatives Affiliate 
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SIGNIFICANT TRENDS 


Marketing News as Viewed by the Editors 


THE LITTLE COMFORTS are attracting con- 
sumer dollars these days . . . and according to 
home builders, appliance dealers and auto makers 
it’s downright unethical! 


People seem to have grown a little tired of big 
instalment payments for single big-ticket purchases. 
Now, it appears they’d rather live it up a little 
and their disposable income is being spent on new 
spring outfits, grass seed and convenience foods. 
“It’s about time,” say those industries being bene- 
fited. “It’s the road to ruin,” say those whose sales 
have slumped. 


Consumers have been buying high-horsepower 
cars, cavernous refrigerators, split-level homes for 
the past decade and during that time they have 
neglected to treat themselves to the little comforts 
that make life “really worth living.” Home builders 
and such are finding it difficult to understand this 
shift. 


But, the new consumer buying pattern points out 
once again that markets are ever-changing. Some 
marketers were beginning to think that we had to 
sell 1 million new homes and 7 million new cars 
each and every year to keep from going to pot. Some 
take the setbacks in these two industries as a sign 
that we’re headed for chaos. This simply is not true! 


How could it be? We have just completed the most 
prosperous first quarter in our history. Gross 
National Product was at an annual rate of $428 
billion. It also seems very likely that the second 
quarter of 1957 will set a record, too. 


Take a look at these facts: 


@ A reliable survey taken early this year showed 
that 45% of all non-farm spending units were 
earning more than a year ago. And more pay 
hikes are ahead. 
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@ Personal incomes rose more than 6% in 1956 
over 1955. Personal consumption expenditures 
increased almost 5% and savings jumped 26% . 


@ People have been paying off their instalment 
debts at an accelerated rate. 


@ Easter retail trade set a new record, with more 
money spent on clothing than stores have en 
joyed in a long, long time. 


@ Business spending is heavy, with an estimated 
$36-$40 billion going into new plant and equip 
ment this year. 


@ Unemployment exists in only a few scattered 
areas—most places still find labor in short 
supply. 


@ The threat of inflation seems to be subsiding 
There’s more saving, less borrowing by busi- 
ness. Money is far from “loose” but at least it 
doesn’t pinch the way it did late last year. 


@ Inventories are stabilizing. Buyers aren't too 
afraid of shortages and are keeping stocks at a 
constant “adequate” level. This practice also 
helps them to hold on to working capital—thus 
keeping free of possible tight money problems. 


In other words, the economy is generally healthy. 
People have plenty of spending money and they are 
spending it. But, this spending doesn’t show up on 
the auto and home-buying barometers. Instead it’s 
going into golf clubs and vacations, home improve 
ments and extra pairs of shoes. People are buying 
more services, more comfort, fewer items that call 
for time payments and careful budgeting. 


Note this well: “The number of people engaged 
in making goods has dropped below the number 


employed in other activities—trade, service, 
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Significant Trends (continued) 


finance, utilities, transportation, government.” 
According to Prentice-Hall’s “Report on Business,” 
this is the first time in the history of the world that 
this has happened in any country! 


This development is highly significant: “Sags in 
industrial production have a much smaller impact 
on the U. S. economy than they used to,” says 
P-H. “Important single industries—like autos and 
housing—can be having private recessions of their 
own while total business activity continues to move 
up to new highs.” 


SALESMEN ARE WELCOME to call on the pur- 
chasing department of Aerosol Techniques, Inc., 
Bridgeport, Conn. But, the price of admission is 
“one idea that the company could use in its business 
of pressure packaging.” ATI even sent out invita- 
tions to those who call on it, entitling them to an 
appointment . . . if they bring an idea. It is probably 
safe to say that the door of management executives 
and purchasing agents in every company is open 
to the salesman who brings in an idea. 


PRIVATE BRANDS AREN’T PRIVATE. We 
second the motion made by Emerson Foote, until 
recently executive vice-president of McCann- 
Erickson, who said to a group of food manufactur- 
ers: “Why on earth do we all continue to use the 
term private label or private brand? If there is any- 
thing that is less private, that is more un-private, 
than ‘Ann Page’ or ‘Jane Parker’, I would like to 
know what it is. . . I would like to make a motion 
that the term private label or private brand be 
dropped from our marketing vocabulary. Distribu- 
tor brand, store brand, or house brand will serve 
the purpose better.” 


ADVERTISING OUTLOOK is good, reflecting 
corporate confidence that consumers have and will 
have unprecedented buying power this year. The 
Association of National Advertisers recently sur- 
veyed its members and found that 69% of firms 
replying intend to increase advertising expenditures 
this year over last. The median anticipated increase: 
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a healthy 10%. Only one company out of every 
10 is planning to reduce its ad outlay. The remain- 
der—21% of those answering—plan to maintain 
their advertising at 1956 levels. 


SALES WERE TOO GOOD on small portable TV 
sets, so a large New York appliance chain now 
refuses to sell any sets smaller than 14”. It reasoned 
that every time it sold a small, low-profit, portable, 
it took a customer out of the market for a larger 
set for at least two or three years. 


This same chain recently offered a 1955 model 
color TV set (12” picture, name brand) for just 
$100. The set was perfect (list: $1,250), but it took 
four sales to dispose of this single model. Does this 
explode the theory that color TV will sell when the 
price comes down? The chain reports that it regu- 
larly sells one color set at ($400-$500) for every 
20 black and white models—but these are invari- 
ably sold to well-heeled customers. 


BEHIND THE SALES TRENDS 


Montgomery Ward & Co. recently opened its first 
retail store in 16 years. The store, representing 
Ward’s initial step in a long-overdue expansion 
program, cost in excess of $1.5 million. 


We're getting younger. For the first time in 150 
years the average age of our population has 
dropped. The median age of Americans has been 
going up ever since James Madison’s administra- 
tion. In 1953 it peaked at 30.2 years. Now, with 
the current boom in births, it has dropped slightly. 


Chrysler Airtemp dealers are being asked to air- 
condition their own homes before June 1. It’s a new 
policy based on the feeling that dealers will sell 
better if they have first-hand knowledge of the bene- 
fits of residential air-conditioning. 


A million millionaires would be hard put to pay off 
the gross public and private debt of the United 
States. It now stands at the almost unbelievable 
figure of $1 trillion. 
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Best Window 
for a 
Peeping Tom 


(especially if he likes to poke!) 


Window cartons are no snap — especially if they tend to 


snap when people poke at the merchandise inside. 


But new super-clear 75BF PLIoFILM makes peeking a 
pleasure for shoppers who like to see goods just the way 
they look when unwrapped—for this new Goodyear film is 
super-clear, doesn’t pucker or wrinkle, provides a perfect 


showcase for fine, fresh products 


CET THE FACTS—see how greatly this 

new PLIOFILM can serve you, at such low cost! 
Write the Goodyear Packaging Engineer, Goodyear, 
Packaging Films Dept. E-6434, Akron 16, Ohio. 


AND IT PROTECTS THEM! 

Among transparent films, none safeguards foodstuffs with 
all the protective qualities displayed by PLioritm: (1) 
Tough, it is extremely puncture-resistant (2) Dimension- 
ally stable, it won’t crack or wrinkle when humidity changes 
(3) Flavor protecting, it has moisture-resistance to seal 
in flavor, freshness and quality (4) Machinability, it adapts 


perfectly to automatic packaging machinery. 


GOOD THINGS ARE BETTER IN > 
-GOOD*YEAR 


PACKAGING 
FILM ‘ 


Viiohim, « rubber hydrochloride ~T.M. The Goodyear Tire & Rubber Company, Akror 


You'll find useful 
information in these 
11 Nation’s Business 


market-data publications 


2000 BUILDING MATERIALS DEALERS 
Reports type of operation, annual sales volume, 
and purchasing plans for store modernization, 
lighting, office equipment, trucks, etc. 


CORPORATE PERSONALITY 


A pilot study which explores businessmen’s rat- 
ings of the public-relations activities of other 


A SURVEY OF A STUDY OF 

SCHOOL BOARD OFFICIALS 
Reports on the growth of school systems and the 
plans for new buildings, modern lighting, heating 
equipment, etc. 


A SURVEY OF 
2000 OFFICE EQUIPMENT DEALERS 


A SURVEY OF 


businessmen. Answers some questions concern 
ing public relations in several areas: stock 


holders, dealers, suppliers, customers, em- 


ployees, and others 


Nation's Business publications have been of value to many 
to check 


useful to you 


usinessmen and advertising men. You are 


and send for whatever studies might be 


This study reports on the operation of office 
equipment dealers, their sales volume, their 
methods of selling, the brands they sell and other 
aspects of their business. 


companies with more than $1 billion in assets 


3000 BANKING OFFICIALS 
Explores the buying plans of large and smal! 
banks and studies the business, community and 
social activities of their officials. 


Nation’s Business has 8008 subscribers in 71 of the 77 U.S 


ind 5256 in 


Behind each publication stands the authority of Nation's 
Business—the magazine for business owners. Nation’s Business 
blankets the vast business market. Of its 779,000 subscribers, 

0,000 are owners, partners, presidents or stockholding ex 
cutives in manufacturing, banking, retailing, wholesaling, 


onstruction, transportation, every type of business nationwide 


Nation Business also provides thorough penetration of the 


top e helons in big public lv owned corporations For example, 


31 of the 33 companies whose sales exceed $1 billion annually 


Many magazines are aimed at “management men,” but Na 


tion’s Business covers business owners and stockholding, own- 


ership-motivated corporate executives. Because these men 
represent an unusually productive market for sellers of prod- 
ucts, services and ideas, Nation’s Business advertising linage 
keeps going up. Linage for January-April 1957 is up 18.9% 
over the same period of 1956. Action in business results when 


you advertise in Nation’s Business. 


A STUDY OF 
MUNICIPAL BOARD OFFICIALS 
Reports on the growth of civic expenditures and 
the influence of municipal board members upon 
these expenditures. Also shows the assessed 


property values and the operating budgets of 
the communities in the survey. 


A SURVEY OF 
2000 AUTOMOBILE DEALERS 


Reports volume, methods of operation, and buy- 
ing plans of dealers in large and small cities 
throughout the country. 


779,902 PAID CIRCULATION (A.B.C.), inc! 
itives of business members of the 


Sommerce and 704,586 businessmen 


subscriptions 


711 THIRD AVENUE, NEW YORK 17, WY. 


Washington * Chicago + Philadelphia 


| 
| 
| 
| 
| 
| 
ADVERTISING HEADQUARTERS: | 
| 
| 
| 
| 
| 


A SURVEY OF 
2000 HARDWARE DEALERS 
Reports type of operation, annual sales volume, 
number of employees. Also active purchasing 
plans for air conditioning, store fixtures, store 
modernization, and many other things. 


PERSONAL CHARACTERISTICS OF 
NATION'S BUSINESS SUBSCRIBERS 
Here is a profile of Nation’s Business readers— 
their homes and what is in them; their personal 
buying plans ; their sports, social and community 

activities ; their business positions. 


A SURVEY OF 
2000 ELECTRICAL APPLIANCE DEALERS 


Shows size of operation, number of employees, 
annual sales volume. Also indicates active buying 
plans for air conditioning, store fixtures, flooring, 
walls and partitions, many other things. 


CONDENSED DATA 
ABOUT NATION'S BUSINESS 


Succinct facts about the market covered by 
Nation's Business; its editorial concepts; the 
responsiveness of its readers; its value as an 
advertising medium. 


siding 75,154 exec- [~~  ~ — 
National Chamber of NATION'S BUSINESS, 711 Third Avenue, New York 17 

who have personal Your market-data publications sound interesting 
Please send me opy of each of Numbe 
Name 
Position 
Firm 
Address 

Detroit * Cleveland 
City Zone 


| 
| 
| 
| 
| 
| 
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Say what are all these out-of-state orders? Our 


men don't cover those territories regularly, do they?” 


“Think I’ve heard of that. We invite customers to call 


us collect on orders, deliveries, complaints, and so on,” 


Call-collect idea 
brings in more 


out-of-town orders 


The call-collect idea is just one of the ways 
businessmen can use the telephone profitably. 

A telephone representative will be glad to 
discuss specific ideas for your business. Just call 


your Bell Telephone Company business office. 


2 


A 


“It’s the result of the call-collect idea that the boss 
worked out recently with the telephone company.” 


“Right! They like it. And we like it, too. 


Builds a 


lot of good will, and it certainly pays off for us!” 


For example: 3 Minutes 


Los Angeles to El Paso, Tex. $150 


Add 10% Federal Excise Tax 


LONG DISTANCE RATES ARE LOW 


Daytime Station-to-Station Calls 
First Each Added 


Minute 
Boston to New York 75¢ 20¢ 
Minneapolis to Des Moines 85¢ 25¢ 
Milwaukee to Detroit 90¢ 25¢ 
Pittsburgh to Chicago $115 30¢ 


40¢ 


BELL TELEPHONE SYSTEM 
Call by Number. It’s Twice as Fast. 
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LETTERS TO THE EDITORS 


down with Janet 
Epiror, SALES MANAGEMENT: 


SALES MANAGEMENT has hit a 
new low when they resort to the 
publication of a picture such as Janet 
Pilgrim’s on the cover of their April 
5 edition. 

SALES MANAGEMENT is hardly the 
medium to show such a_ picture. 
Surely, I hope that no future editions 
will display any more of this “Play 
boy” type of covers. 

I have always enjoyed your maga 
zine articles and will continue to do 
so as long as the high standard, which 
it has maintained in the past, is con- 
tinued. Please don’t cheapen a good 
magazine by presenting such pictures 
as Janet Pilgrim on your cover. 


V. P. Sullivan 


Supply Division Manager 
Underwood Corp. 

St. Louis Region 

St. Louis, Mo. 


office ogles janet 


Well this time you did it. Your 
April issue was looked at by every- 
body in the office. One or two of 
them even wanted to know what 
SALES MANAGEMENT was about. Do 
you suppose the picture “Playboy’s 
Playmate” had anything to do with 
this? 


I raugott Kern 


Executive Director, 
Columbia Chamber of Commerce 
Columbia, S. C. 


missing Pilgrim 


The April 5 issue reached me Ap 
ril 9. My only complaint 
had torn out Page 33. 


someone 


F. L. Metzgu, Dr, 


Gibson Art Co. 
Miami, Fla. 


(Editors’ Note: “I Was Too 
Pretty,” says Janet Pilgrim, p. 33.) 


why New York doesn't stink 


Epiror, SALES MANAGEMENT: 


In defense of my home town, I 
say you are unfair to Manistee, Mich. 
Your story on Bob Lutz of Manistee’s 
Century Boat (March 15, p. 48) says 
Manistee is 120 miles from the near 
est city. Excuse, please, Manistee IS 
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a city—not, as you say, “‘a little back- 
of-beyond place,” “backwoods,” or 
“the sticks.” 

‘The word for Manistee is “self 
sufficient.” Manistee is where Mor 
ton’s Salt comes from (the salt, not 
the advertising). 

More important, the Manistee [ron 
Works made many of the manhole 
covers now in use in Manhattan. 

Without Manistee, New York 
would stink! 


John L.. Vollbre ht 


Creative Director 
Cunningham & Walsh, In 
Chicago, III. 


no call girls here 
Epiror, SALES MANAGEMENT: 


Virginia could easily get the idea 
that you protest overly much in your 
“A Letter to Wives” [about call 
girls} (March 15, p. 102), so un 
attractively do you describe conven 
tions and meetings... 

Poor, poor Jim, I mean ‘oor, poor 
Phil. What kinds of conve itions and 
meetings does he attend? Doesn't he 
ever go to workshops and panel ses 
sions that scintillate with ideas, that 
involve nearly all of the participants 
in vigorous discussions of important 
problems? Doesn’t he ever heat 
speakers that know their material 
thoroughly and tell it well? 

I just got back from the Spring 
Conference of the American Society 
of Association Executives in Wash 
ington. For two days I and other 
members enjoyed and participated in 
the brilliant panel sessions with their 
ample give and take between panelists 
and audience. 

At our own Linen Supply Associa 
tion of America conventions and re 
gional meetings, not only do we al 
most always have good ventilation 
and reasonably comfortable chairs; 
but for the most part the speakers 
give crisp useful talks, and members 
participate intensively in workshops, 
seminars, and similar small group 
meetings. 

Many associations have the same 
kinds of programs and keep improving 
them through constant evaluations by 
members. We association executives 
take your SALES MERTINGS maga 
zine seriously, honestly. 

Either Phil hasn’t been around 
much of late; or else, and more likely, 


(continued on page 23) 


Looking tor a 


DEALER 
LOADER? 


INLAND 
“EMPRESS" 
CARAFE 


Stunning new styl 
ing in lustrous 
brass and 22-carat 
gold. High fash 
ion tor 1956 
Hand-blown glass 
with gold deco 
ration, fired in 
for permanence 

x cup size 

retails $5, 12 

cup size $6, 

price main 

tained, 


Write us for dozens of other 


idea items 


Premium Division 


CLUB ALUMINUM 
* PRODUCTS CO. 


1250 West Fullerton Ave., Chicago 14 


Looking for a 


TRAFFIC 
BUILDER? 


Turquoise or Copper 
COFFEE DISPENSER 


Colorful 

wallcanister _ aa 
holds 2 lb. of 
ground cof- 
fee. A flick 
of the lever 
provides 
accurate 
amount for 
rich, full- 
bodied cup- 
ful. Retails 
at $3.00, 
price main- 
tained, 


Write us for dozens of other 


idea items 


Premium Division 


CLUB ALUMINUM 


PRODUCTS CO. 


1250 West Fullerton Ave., Chicago 14 


You know why a plant superintendent 
needs a methods magazine... 


here’s why a methods magazine 
is just as important 
to industrial purchasing men 


David S. Gibson 
General Manager of Purchases 
Worthington Corporation 


“Since purchased items represent such 
a large percent of the sales dollar, 

a heavy responsibility is put on 

our shoulders. Here at Worthington, 

all of us strive to fulfill that 
responsibility wisely and intelligently 
We want to buy the right items at 

the right time in the right quantity at the 
right price. We want to capitalize 

fully on profit-saving possibilities by 
purchasing wisely through value 
analysis, inventory control, and good 
sound, healthy competitive practices 


“A methods magazine obviously helps 
me do that and is especially 

useful for successful purchasing 

in today’s market.” 


PURCHASING 


VALUE eA 


ANALYSIS | 


Just as a plant superintendent has to keep up with what’s new 
in training men, producing goods, operating safely ...so does 
the man whose responsibility is industrial purchasing need 
a magazine to keep him up to date on the WHAT and the 
HOW of his specialty. For the industrial buyer this methods 
magazine is PURCHASING. 


Methods vital to modern scientific purchasing are reported on 
a practical case history basis by editors with purchasing expe- 
rience. These men have access to leading companies, large and 
small. They seek out what is new and significant in materials 
and equipment, economic factors affecting procurement, pur- 
chasing policies and procedures, purchase law. 


Value analysis, the latest technique in scientific purchasing, 
is being applied in more and more companies, largely because 
of the constructive reporting in PURCHASING magazine. 


The payoff for those who sell to industry is that purchasing 
agents — the men who select sources of supply — read PURCHAS- 
ING to keep up to date on WHAT to buy and HOW to buy. 


The methads magagine for industrial buyers 


PURCHASING rea ee 


a Conover-Mast publication 
Lor; 


205 East 42nd Street, New York 17, N. Y. 
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LETTERS 


Homer did a lot of nodding this time. 


Samuel B. Shapiro 


we: everybody 


Linen Supply Association of America 
Chicago, III. 


PROFITS FROM 
so little time to think 


Eprror, SALES MANAGEMENT: P Pi f 
My son, Ens. James H. Walters, HQ : 4 QM VLOKY 
\rea Public Works Office (Eastern 
\tlantic-Mediterranean) Navy No. IN 
100, Box 69, Fleet Post Office, N. Y.., MOV G 
asked me how he could get reprints 
of your excellent article “Why You 
Have So Little Time to Think,” 
(Oct. 19, 1956, p. 110) 
Who knows, you may be contri 


YOUR SALES MANAGER 


buting mightily to saving some tax 
payer dollars or at least to greater 
efficiency in an important branch of 
our armed services. 


. gets his men to their new 
territories on schedule. There’ 
little time lost from the job. 


Basil L. Walters 


Executive Editor: 
Knight Newspapers, In 
Chicago, III. 


no future salesmen? 


Eprror, SALES MANAGEMENT: YOUR TRAFFIC MANAGER 


Here is a good example of out- 
standing young men not being inter 
ested in sales careers. The attached 
program covers the Eagle Scout Rec 
ognition Program held in Houston 
on March 8, 1956. More than 150 
Eagle Scouts were given the oppor 
tunity to state the kind of career they 
were interested in. A prominent man 
who has been successful in a similar 


... doesn’t haye to bother 
with checking, scheduling, 
tracing shipments. United 
Pre-Plans all the details, 
follows through all the way. 


career was then assigned to the Eagle 
Scout as a sponsor and spent a good 
bit of time with him in acquainting 
him with the kind of career he had 
hosen, 


TRANSFERRED PEOPLE 
AND THEIR FAMILIES 

I think you will be interested in 
looking over the enclosed to see how 


Families relocating are pressed 
for time. And Pre-Planned 
Moving relieves them of 
pressure, strain, worry. United 
Master Movers take over 
completely ... ‘‘settle the 
family down"’ at destination. 


many showed no interest in sales ca 


reers. 


These I agle Scout Rec ognition 
Programs take place all over the coun 
try and, of course, Eagle Scouts rep 


resent a group ol extremely outstand 


ng yvoung men 


R. A. Childers e 

fo safer... go sanitized... go United 
President 

Childers Manufacturing Co 
Houston, ‘Texas 


United VAN LINES, INC. 


UNITED VAN LINES (CANADA) LTD. 


covvee 
(Editors’ Note: Out of 174 Sam 

Houston Area Council Eagle Scouts 

only one anticipates a selling career 


nm msurance, ) 
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Coupon-clipper customers? 


... Lhe News has more readers owning bonds than 


any other New York morning or evening newspaper! 
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Want bond holders?Considerthat The News 
reaches nearly one-third of all bondholders 
owning otherthan Government or State bonds 
in New York City and suburbs... 


100,000 more than the 
World-Telegram & Sun 
110,000 more than the Times 
140,000 more than the 
Herald-Tribune 
140,000 more than the Mirror 
150,000 more than the 
Journal-American 
160,000 more than the Post 


Bondholders enjoy the badge of financial 


success, get extra spendable cash, a regular 


monetary return and security. Bondholders, 
incidentally, are fine customers! 

Metropolitan New York offers a higher 
concentration of bondholders than any area 
anywhere — and the largest concentration of 
bondholders are in the audience of New York’s 
largest newspaper! 

The News also gives you more $10,000 
and up incomes, more college educated, more 
home owners, more two-car owners, more 
families with children ...more volume and 
quality customers. 

The News with 4,780,000 readers daily 
is your best opportunity! Could you use more 
sales, income, profits? Ask for all the facts! 


Any News office will show you Profile, 


The News, Veu York s Picture Newspaper . aad 


with more than twice the circulation, daily and Sunday, of any other newspaper in America... 


1957 
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Newsweek 


a 
im the Fast-Moving 
in the Fast 


= _ Editorial Advances Pace 


—Girculation- 


Magazine 


-Moving Magazine Field 


News Magazine-Field 


Suburbia Exurbia Urbia what, and how much, do they 
mean? What’s the significant story behind the greatest population 
shift since the covered wagon the most sweeping revolution in 
American living since the 8-hour day? 


NEWSWEEK started giving the answers in its April 1 issue—in a 
fascinating and revealing new series of reports on ‘The New 
America.” And this is the latest of many outfront journalistic 
enterprises pioneered by Newsweek's Special Projects Team, a 
task force of editors, writers and artists formed to marshal 
full editorial resources behind a single great project all at one time 


During the past two years NEWSWEEK’s editors have initiated 
many now famous editorial ‘‘firsts,"’ among them 


Spotlight on Business—a searching view each week into some highly 
significant but little known developmental aspects of American 
business. One example: The automotive engine of tomorrow 


Newsweek's Continuing Study of Capital Appropriations, conducted 
and reported quarterly by the National Industrial Conference 
Board. Widely hailed as an important new instrument for helping 
industry to gauge its market potentials, helping economists to 
forecast the business outlook 


-Currently topping-1,100,000 
—-BEST -BUY_IN_THE_FIELD 


Today, even more than before, NEwWSwEEK is read by a higher 
concentration of executives and high-income families than any 
other magazine with a circulation of one million or more 

-~And NEwsweEek delivers more readers in Business, Industry 
and Government, per advertising dollar invested, than does any 
other weekly business or news magazine 


Most important, Newsweek is edited for—and read by— 
communicative people 
—VPeople with the dynamic capacity for influencing 
the opinions and actions of others throughout their 
home, business, social and community affiliations. 
Convince the Newsweek reader, and you convince widening 
circles of influence 


-Leads News Magazine Field 
in Advertising Gains 


80 PAGES IN FIRST 13 ISSUES OF 57 


During last-half 1956, Newsweek carried more pages of advertis 
ing than any other news magazine. For the first 13 issues of 1957 
NEWSWEEK’s gain of 80 pages tops the field by far—and 49 new 
advertisers helped build this total 

Significant, too, is the character of the advertising carried. 

In 1956, for instance, NEwSweex led all other magazines in the 


com-mu'‘ni-ca’tive people 
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number of advertising pages run in the 50 largest corporate cam 
paigns. And these are campaigns addressed to influential, communi 
cative people-—to leaders in business, industry, distribution; to the 
financial community, stockholders, potential investors; to plant 
city and employee groups; to local and federal government officials 


And they’re great consumers, too! 
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No.1 ee No.1 IN NEWSSTAND SALES 


In March, circulation topped 5,600,000* —the 


largest circulation of any magazine edited for In voluntary, single-copy sales at the news- 
women. Up 400,000 over last year’s average— stands, Ladies’ Home Journal leads all other 
up 700,000 over 19565! women’s magazines. 


No. 1 a 


In March, advertising revenue was 
over $3,116,000 — more than has ever 
been invested in a single issue of a 
woman’s magazine. 1957’s first quarter 
revenue is up 14.6% over last year’s. 


No 1 IN IMPORTANT P.I.B. 
, ° CLASSIFICATIONS 


Ladies’ Home Journal continues to 
lead in advertising revenue among all 
magazines edited for women in impor- 
tant P.I.B. classifications. To name a 
few—Toiletries & Toilet Goods; Drugs 
& Remedies; Food & Food Products; 
Confectionery & Soft Drinks; House- 
N hold Furnishings; Insurance; Soaps, 

O. 1 IN MERCHANDISING Cleansers & Polishes. 


Ladies’ Horne Journal continues to lead in 
merchandising, with continuous and widely 
used retail promotion services for grocery, 
drug, appliance, home-furnishings, jewelry 
and department stores. Each is designed to 
help retailers sell more Journal-advertised 
products. 


The No. 1 magazine for women... JOURN | 


*Pub. Eat A CURTIS PUBLICATION 
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Peter Hurst's Nice Little Growth Firm 


30-year-old Peter Hurst threw in the idea and 10 "'vision- 
aries" anted up $10,000 to found Aeroquip. Now 47-year- 
old Hurst can count his $100,000-plus annual salary and 
$4 million in capital gains. What types of men helped? 


“Coltish” was the word for Peter 
F. Hurst, 47, president, Aeroquip 
Corp., as he shared his latest enthusi- 
asm with some companions at the 
American Management Association 
cocktail party a few days ago. 

There in the 10th floor club rooms 
of New York’s Sheraton-Astor Hotel 
he had spent most of the time from 
10:30 a.m. to 3:00 p.m. the other 
day, playing AMA’s new manage- 
ment game. From 3:30 to 4:30 re- 
sults of this corporate version of a 
war game were announced and dis- 
cussed. At the reception following, 
Hurst’s reaction (“I want to do it 
again.”) was similar to that of most 
of the 20 other company presidents 
who participated. 

It was typical of Hurst to make 
the trip from Aeroquip’s Jackson, 
Mich., headquarters in response to a 
telephone call from Clifford Kraft, 
project director. Twenty volunteers 
were needed to play a sample corpo- 
rate growth game for the press. The 
object: to publicize a top manage- 
ment education program to be con- 
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By GRANT JEFFERY 


a Aeroquip's 
‘e Sales Progress: 


Ms 1956 
ee $33,347,747 
Beg 1955 
$25,013,997 
954 


I 
$19,112,488 
1953 
$21,390,533 
1952 
$21,022,405 
1951 
$14,279,563 
1950 
$6,992,792 
1949 
$5,981,217 
1948 
$3,590,344 


1947 
$3,127,560 


ducted at AMA's new Academy of 
Advanced Management, Saranac 
Lake, N. Y. Besides being a member 
of AMA’s General Management 
Planning Council, Hurst is highly in 
favor of publicity in all forms. When 
Aeroquip’s house organ, “The Fly- 
ing A,” was criticized in Switzerland 
for running a cheesecake Christmas 
cover depicting a blonde Miss Santa 
Claus the official reply was: ‘There 
is only one thing worse than being 
talked about and that is not being 
talked about.” 

Hurst is well qualified for the role 
in which he was cast at AMA. His 
imaginative handling of Aeroquip 
has attracted enough customers to 
give it sales of $33 million in fiscal 
1956, an increase of 33% in a year. 
Sales in the first half of this fiscal 
year were up 35% over the 1956 
first half, and earnings up 93%. 
Hurst and his family own about 15% 
of Aeroquip. 

Although he will never be cited as 
evidence for the theory held by some 
that big men, physically, tend to be 
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big men organizationally, Hurst is of 
a wiry, energetic makeup that no one 
would be likely to label “yes man” or 
$100,000-a-year office boy.” For the 
AMA game he was on one of five 
of four 
Presidents in everyday 
life, the participants simply played 
ooperatively or, in some cases, bowed 
to the strongest personality. Men 
were selected as team mates who had 
come up through different sides of 
their companies. 

With two financial articles to his 
credit in AMA’s “Management 
Series,” it would be strange if Hurst 
did not have the reputation he does 
for being fiscally oriented. Closer 
acquaintance substantiates the impres 
sion that his major concern is for 
Aeroquip to be all that Wall Streeters 
mean by “growth company’’—profits 
seen as the means rather than the end. 
It appears that this is the “logical 
conclusion” at which a capable engi 
neer and businessman has arrived in 
efforts most 


teams or “companies’ 


members each 


seeking to invest his 


profitabl 


Real Life Harder 


Unlike Hurst, who began Aero 
quip without any money or plant of 
his own, the AMA teams were al 
loted equal assets and facilities with 
As part of the play, 
these were then apportioned to need 


which to begin. 


varying from the immediate to long 
range basic research, according to the 
An IBM 650 
players 
market 
supplied the 


instincts of each team, 
omputer kept abreast of 
changing conditions’ and 
“companies” in’ ordet 
with a steady stream of ‘quarterly 
and annual reports.” Final evaluation 
was according to growth in assets and 
potential—-adjusted by the compute 


AMA's 


ane is the very achievement to which 


This “growth” goal ot 


Hurst points with what he calls “pat 
donable immodesty” in his creation of 
Aeroquip. “During the past 17 years,’ 
he says, “years that could scarcely be 
considered especially conducive to a 

cumulation of corporate capital and 
literally 


from scratch to a position of leade: 


the growth of a company 


ship, Aeroquip’s success has been testi 
mony to the endless opportunities still 
offered by this country, if you have 
the right ideas and the determination 
and aptitude to work assiduously to 
ward your goal.”’ 

The lines along which Aeroquip 
has been working are literally that 
flexible hose lines—designed and en 
gineered by Aeroquip and manufac 
tured largely by B. F. Goodrich Co 
and Electric Hose & Rubber Co 


Aeroquip affixes custom-designed fit 
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How to Earn That Bonus 


The inventories-to-sales percentage chart shown 
here illustrates how Aeroquip personnel have become 
keenly aware of the value of inventory control. The 
trend shows a healthy decline in the relationship of 
inventories to sales. Also noteworthy is the fact that 
the sharp quarterly fluctuations of prior years have 
been evened out to a marked degree. 


Aeroquip bonuses are correlated to profits ex- 
pressed as a percentage return on assets. This spurs 
economy and insures all departments’ careful atten- 


tion to financial condition, 


The bonus can be in- 


creased not only by raising the total dollar profit but 
by seeing to it that such assets as inventories and 
cash requirements are kept at a minimum, Decreases 
in total assets mean a better percentage return on a 
given amount of profit, and it is this percentage 
figure which is the incentive yardstick. 


tings to specified lengths of many 
different hose types for transfer of air, 
oils, fuels, refrigerants, and other hot 
Reusable, 


self-sealing connections offer such ad 


or cold gases or liquids. 


vantages as trouble-free separation ot 
a hydraulic-controlled implement o1 
trailer from a tractor without loss of 
fluid. ‘The firm also makes fittings 
and reels of hose available for cus- 
tomers desiring to assemble lines. 

At the Marman Division, engineers 
are working on two gas turbine ac 
cessory projects. (‘We cannot go into 
details for competitive reasons.”’) But 
new uses of standard products offer 
more immediately profitable progress 
than do new products, says Hurst, 
whose firm has been brought by “‘new 
uses’ into such fields as farming, min 
ing, oil and gas drilling, welding and 
other aspects of construction, logging, 
machining, refrigeration, and all kinds 
of transportation. 


Next: Consumer Lines 


Diversification has also 
Aeroquip into the field ot 
handling and tie-down equipment, 
safety belts and parachute straps. 
Consumer products soon to be added 
may include straps for affixing a load 
to a car roof, ski, skate and school 
book straps, watch bands, chair web 
bing, belts and necklaces as well as a 
handy lock for taking up the slack in 
ropes and clotheslines. 

Hurst quips that Aeroquip hose 
lines such as are now installed in the 
atomic submarine “Nautilus” will at- 
tain new heights of importance in the 


brought 


cargo 


rockets that will carry the earth satel 
lite through each stage of its climb 
Before flight, the rockets will be se 
cured to their carriers by the firm’s 
“Weblock” load immobilizers. 

As Aeroquip currently takes in 
stride four new divisions — formerly 
subsidiaries — and a $500,000 outlay 
for three new facilities in various 
stages of completion, executives are 
already computing additional space 
requirements while remaining on the 
lookout for profitable corporate a 
quisitions. 

Power plays of this type have been 
signaled by a combination of rapid 
sales increases. Marketing considera 
tions weigh heavily in huddles on the 
field of action. But those who coach 
President Hurst and his “all stars’’ 
are men who conceive over-all strateg\ 
in terms of long-term 
growth. 


corpo! ate 


Increases of 359% in sales and 939% 
in earnings in the first half of fiscal 
1957, compared to the same period 
last year, might seem sufficient justi 
fication for the term “‘all stars.” But 
as a description of Aeroquip’s organi 
zation the reference is to Hurst’s de 
velopment of executives who star in 
their respective roles rather than be 
ing assigned to set up flashy plays for 
top management. 

The fruits of Hurst’s founding of 
Aeroquip in 1940—at the age of 30 
and his subsequent efforts in the firm’s 
behalf are attributed by him to this 
formula: ‘Decentralized administra- 
tion relying on strong, individual ini- 
tiative guided by long-range, central- 
ized planning, made workable by 
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ommittee teamwork and other forms 
of cooperation.” But the ability of 
\eroquip to grow and of Hurst or 
other owners to reap these fruits, if 
they desire, rests with the 
marketability of their stockholdings. 

Herein lies the explanation of 
Hurst's financial orientation: At 
\eroquip'’s inception, 17 years 
the president's undisclosed percentage 
of the business consisted of the share 
allocated to him of the $10,000 assets 
put up by 10 backers, all Jackson, 
Mich., businessmen. As an alumnus 
of Germany’s Karlsruhe Institute of 
lechnology and as chief engineer and 
general manager of the Berlin com 
pany of Rotadisk, 1934-39, Hurst’s 
contribution “the brains.” 
“Some unusual concepts 


ever so 


ag 
ago, 


own 
Specifically : 


Was 


relating to flexible hose lines and re 
iseable, detachable couplings.” 

Hurst and his wife and two sons 
hold 164,641 (All told, 
management members and their fami 
ies control some 300) of 
ommon stock.) At the market 
of around $25 share that has 
largely prevailed so far in 1957, the 
Hurst family holdings represent a 
value of about $4 million, Current 
profits permit deferred compensation 
exceeding $12,000 a year to be set 
aside for the president's retirement. 

But despite such additions and no 
matter what reasonable the 
now $100,000-a-vear was 
voted by the board of directors, taxes 
would have precluded reaping a $4 
million benefit from his efforts in any 
other way than by stock appreciation 


1OW shares. 


the firm’s 
rate 
per 


salary 
executive 
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ee. 
1955. 1956 


2 3 4 + 2 QUARTER 


1957 
“ESTIMATE 


As the value of his holdings con 
tinues to grow, it becomes increas 
ingly unlikely that Hurst could ever 
obtain from other industrialists a 
price high enough to compensate him 
for every element of growth he has 
created behind the “Flying A” trade 
mark, 

Hurst’s top counselor was also the 
first on the scene, a long-time organ 
izer and reorganizer of manufactur 
ing and banking institutions around 
Jackson, Don ‘Townsend McKone. 
Stoutly maintaining the brevity of his 
first name, even in official documents, 
MecKone is now a solid-looking 61, 
Aeroquip board chairman and a part 
ner in the Jackson law firm of Mi 


Kone, Badgley, Domke & Kline 


Aeroquip's Genesis 


MicKone was one of 10. business 
men of the area who in 1940 con 
tributed $1,000 each to give Hurst 


his first stake. “hey subsequently put 
torward an additional $90,000 and 
helped him obtain bank credit, al 
though ‘“‘at the rates charged to com 
paratively small, unknown 
panies,’ Hurst somewhat wryly adds. 
Initially, his hold on the backers was 
that they were 


com 


“such as I could have 
met in almost any medium-size Amet 
ican town.” Once growth was under 
way they were sufficiently satisfied to 
permit heavy plowing back of profits. 

“For several years we invested one 
dollar in research and development 
work for every dollar of production 
wages. As sales neared the $20-mil 


} 


natural decline in th 


mark a 


ratio took place,” Hurst recalls. It is 
! 


lion 
to peace-time products research du: 
ing World War II that this entre 
preneur attributes his ability to escape 
the ignoble end of many 
100% military supplier when peace 
came. By a fast switch to industrial 
production he kept Aeroquip’s head 
above water and was soon off to new 
profit highs. McKone and three other 
original backers constituting the smal! 
board rewarded the president with a 
director's seat in 1945, 


anothei 


In no year since its inception has 
\eroquip been in the red. 
Preparatory to Aeroquip’s intro 


duction to the public investment field, 
a stock split and stock dividend mul 
tiplied shares by 600 for each original 
one. Then, in 1950, some 900 new 
stockholders the 
firm’s area of Michigan—-were added 


concentrated in 


by public sale of previously unissued 
stock and of about 200; 
nal holders’ 


ot the oriei 


shares ata price of 44 


Becoming Known 


But the original owners telt that 
the $4 stock price was inadequate and 
the underwriting commission of neat 
ly 140 seemed Hurst's 
conclusion was that a financial publi 
relations firm should be retained in 
order that the stock might become a 
“known quantity 

This brought into the picture 
1951, another of the president's finan 
cial counselors, Joachim Silbermann 
president, Fiscal Information Service 
This New York firm furthers Aero 
quip’s with the financial 
community, investors, brokers 
ysts, advisers, Statisticians, banks, in 
surance companies, funds 
institutional investors and financial 
editors. ‘With some 1,101,852 shares 
currently outstanding, the 
cost of this program after taxes add 
little more than a 


exorbitant. 


relations 
anal 


mutual 


annual 
penny a share to 
what would be spent on shareholdes 
relations anyway,” Hurst reveals 

In this 


agency-client relationship 


additional services are possible, such 
as researching and writing articles 
and speeches. One of Silbermann’s 


prime selling points for his service is 
that price 
level when effective financial publi 
relations wins for it “a fair and accu 
the 


a stock can achieve a fait 


rate appraisal by financial com 
munity.” 

Silbermann’s booklet, “What Ff 
nancial Community and Stockholder 
Relations Mean to Management,” 
makes the following points: 

“Remember—For less than a penny 


a share the financial community comes 


(continued on page 8!) 


THEY’RE IN THE NEWS oy wary wooowarn 


ernest Wendell Hull, who’s the 
new president of Sales Promotion Ex- 
ecutives Association, Inc., that grew 
out of an article in SALES MANAG! 
MENT on sales promotion (W. R. 
Kelly of Sinclair wrote it for us was 
first as well as most recent president. ), 
has been keeping wheels moving to 
deliver the goods all during his career. 
For his day by day iob is director of 
idvertising and promotion, Railway 


I’xpress Agency, Inc. Both his salaried 


32 


GEORGE 


The Deliverer 


job and his extra-curricular one are 
so absorbing he finds it difficult not 
to talk about both at the same time 
“SPEA,” he says, “is a baby, only 
several years old. But it has close to 
700 members, 11 chapters either 
formed or forming. The organization 
is devoted to the advancement of sales 
promotion for business and industry 
provides the ideas, the stimulation 
that only sales executives, swapping 


ideas, can give each other .. .”’ For 


MOFFATT—LENSGROUP 


Railway Express, Hull provides inte: 


nal and external promotion, sales 
training which includes training for 
12,000 route vehiclemen in a system 
serving some 23,000 communities. He 
began his career in his native Ohio, 
held such posts as district sales man 
ager in Cleveland, came to New York 
in 1942 as assistant general manager, 
Department of Public Relations and 
Sales. An authority on transportation, 


he lectures at American University. 
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William ©. Dillingham still bears 
Masten 


football captain of 


a strong resemblance to the 
Park High School 
ago and of the same name: 
And today, Bill Dillingham re 
cently named president of Hoffman 
Beverage Co., wholly-owned subsid 


Pabst thanks 


Fate for presenting him with good 


Brewing Co., 


legs. For that undefeated high school 


MAY 3 


1957 


Football Helped Mold 
the 
Captain of Industry 


team was so outstanding that “Wild 
311’ Donovan sponsored scholarship 
tor Dillingham and four of his fellow 


\W hen he Wa 


rraduated from Columbia Bill went 


players at Columbia. 
W“ ith | he Best koods Co where he 
rose tO a top executive post in the 
Sales Department. Five years ago he 
Pabst’s Newark Division a 


yener il manayet and executive p of 


t 


joined 


Hottman Now he's been promot 
but he'll act as chairman of the Ad 


ministrative Committee of Hofitman 


Newark Division 


and executive \y p 


Pabst. He married his high chool 
sweetheart and together the raised 
three children lhe youngest like 


his dad, played football for Columbia 
Bill is still an athlete and has becom 


i bowler of champion caliber 


Togetherness 


1 he little 
ot VWeGCall § Cyseorge 


anvil perched 1 trot 
Allen has just 
been given the magazine by Ame 
an Public 
\chievement 


cation outstanding 


Relation 
\ward tor that publ 
logeth rive 
promotion \n entire progra 
built around a single word 
modernized concept of family lite 


Allen 


int publisher and general Manapyel 


(,corge recently named a 


for the public ation, created the lo 
promotion, midwited it 

\ quiet nano! 
Allen 


the sagacity and reserve of the Nev 


vetherness 
national prominence 
many-tacet C seorge combine 
| nglander (He Wa born and rearea 
in Massachusetts.) with the reative 
fire of a brilliant theatrical produces 
He's been with AlcCall's since 1950 
lor hi 


paigns in 


striking promotional ca 

behalf of hi employe 
he’s been awarded such plums as O 

tanding Young Adverti ing Vian of 
the Year (1956) by the Associatio 
of Advertising Men and Women. He 
has been in ever 


phase of med ( 


ept te levision 


Why So Many Stockholders 
Have a ‘Family Feeling’ 
About Borden 


lt rests upon frequent, friendly communication which tells 


shareowners what they want to know in simple, informal 


text and pictures. Mindful that investors are prospects for 


many Borden products, there is sampling periodically. 


An interview by Etna M. Kelley with MAURICE O'REILLY 
In Charge of Stockholder Relations, The Borden Co. 


he nontl May mark th 
high point of a year-long cen 
il celebration by the $4,160 em 
eS al 18,843 stockholders of ‘The 
‘ er In the corporate rela 
vorld, it recognized that it 1 
no i cliché to call the two groups 
one big happ family.’ rom the 
oment a person buys a share of Bor 
len stock until he relinqul he t, he 
practically a ‘kissin’ kin” membet 
that orporate family 
Th relation hiy is the result of a 
The Borden 
Continuing Stady of Company Ownership 
PS BMH tt ef 


a 
© ewe pee ore premtmetly (att Garten unit (1) Fa 


ale oe tts eet rea : 
Cat ee te Of Rete ee ee 
ee om 
ee 
oe an 
| heprectmanly ote pees J yum oem 
a 
oe Fe meee ‘ 
Dee Peel 
ee nner 
meat oe en ie tae Fn ad ote 
oo « —— -_ 
we ee ee ee et 
aw eee eat et ae 
— eee Oe enon, Ga, am 4 
7 ee ee ee 
ae 0 ee ees eta +0 
— ee 04 
Oe pees tte comptpel (1) Pee an 


Oey ee rr 
+ Ce matte tee ao np © otic = eomtngn pe Ome 


care tully 


planned program. It starts 


when the shareholder 


new receives a 
friendly welcoming letter and ends 
when, selling his stock, he gets a 


sorry-to-lose-you”’ letter, both signed 
Harold W. Comfort, 


president. Setween 


personally by 
the 
times, a program headed by Maurice 


()’Reilly, in charge of stockholder re 


company § 


everything possible to 
make the shareholder feel that 
“merely an owner,” but 


lations, does 
he is 
not an at tual 


partner in the business. 


THE BACKBONE of Borden's 
stockholder relations program 
is this questionnaire—a “Con- 
tinuing Study of Company 
Ownership”, a 13-yr. study. 


With SOU 


(most of them consumer, but 


than 


more produc ts 
a grow 
ing number industrial), Borden’s 
management has reason to encourage 
to buy—and urge 
others to buy—what it produces. This 
policy makes customers and_ boosters 
out of those who have money invested 


the firm. ‘They like the sense of 


its shareholders 


in 

participation, as Borden knows from 
its “Continuing Study of Company 
Ownership,” initiated 13 years ago. 
As a result of the study, Borden’s 
Stockholder Program is tailored to 
taste—warm, friendly, highly inform 
ative, 


A good dividend record is a firm 
foundation for happy stockholder re- 
and Borden has 
having missed a payment since 1899, 
when the company came into public 
ownership. But a large part of the 
credit should be given also to man 
agement’s policy, and in particular to 
the carefully planned program which 
has been in effect for 13 years. 

Here are some of the highlights of 
this year’s program: 


lations, one, not 


Communication—Early and Often: 
Between the president’s personally 
signed “hello” and ‘‘good-bye’”’ letters, 
there the sprightly dividend en 
closure ‘Memos 


are 
custom-tailored to 
desires of recipients. ‘he annual re 
port, too, is designed to be read by 
average investors and not merely by 
financial wizards. 


SALES MANAGEMENT 


Shareholders Tell What They Want- in cartoons, even on the annual report the dividend envelopes. Elsie, her head 


And Get It: Practically all communi- cover. Photographs are of the casual, wreathed in daisy petals, is always 
cations to shareholders, from the wel human-interest type, even when the shown on the cover, and often on 
come letter on, invite comments and president is the subject. inside pages. Illustrations are sprightly 
suggestions. Another method of dis One thing discovered through the cartoons with one color in addition 
covering what shareholders want to questionnaires is that the proportion to black. Recent issues have shown 
know about the company is through of women who hold Borden stock is magician demonstrating the ‘Magi 
a questionnaire enclosed with the wel rising (currently 53 women vs. 47 of new Instant Hemo, a_ beverage 
come letter. Part of a “Continuing men, almost a complete reversal of kids gazing enraptured at Borden 
Study of Company Ownership,” it is the 1946 ratio). In the most recent new television show; and Elsie 
a self-mailer. The re ipient is asked breakdown by occupation, house wooden shoes beside tulips and wind 
not to sign his name: “We do not wives (29.7%) were at the top of the mill, to call attention to a new Dutch 
wish to pry into your personal affairs.” list, almost double the number in the chocolate syrup product 
Points covered include how stock is next category (16.1% )—manage The first Memo of 1957, issued in 
held (jointly, in trust, etc.); sex; proprietor, business executive, super \MlIarch, tied in with the company 
F occupation; proportion of income de visor. So it is not surprising that Centennial celebration. Lettering on 
rived through investments, and so on. recipes are to be found in the dividend the cover was old-fashioned, and ther 
Also: “What information about the enclosure memos fairly often was a reproduction of the special 
4 company, in addition to earnings, do The over-all impression the com Centennial symbol adopted for the 
you think should be given to stock pany derives from its methods of vear. Two “pages” of the folder wer 
holders during the year?” Periodi a a oe shareholders is that they levoted to a special Centennia} cake 
cally, summaries are made of answers like the feeling of participation, of invented for the celebration, A draw 
to the most recent 1,000 returned being considered partners, not ‘ust ab Ing showed Elsie beside the candle 
questionnaires. This gives a picture sentee owners of the company. bedecked cake. Result: lots of letter 
of new ownership and of trends. from shareholders who had baked the 
Shareholders’ comments show that i i cake and loved 
they like information in easy-to-as cede The te nepal orang 
similate form: on sales, expansion, re- the Quarterly Dividend Enclosure Sampling: he high readership of the 
search, new products. They want in Memos, which are simple in format Quarterly Memos is apparent fron 
formal  illustrations—so they get single 7” x 13” sheets accordion response to various offers of san ple 
Isie, Borden’s famous trade symbol, folded as small pamphlets to fit into usually buried in small space near 
NEW STOCKHOLDERS are welcomed with this letter, EX-STOCKHOLDERS get a letter, too. As soon as Borden 
personally signed by President Harold W. Comfort. It learns that a stockowner has sold his shares in the com 
invites comments on Borden policies and products. The pany, President Comfort sends out this friendly letter 
“Continuing Study” questionnaire is mailed with letter. asking why—"“if the reason is not a personal one 
Yas Sensen Concany THe BORDEN COMPANY 
“an 260 Macison Avenue 


New Youn (7. N.¥ 
a?>) 


/ 
) 

J 
MAmovo w comront £ j 


resewenr 


Borden's 97th Year 


BERT cccccccccccess : 


I am happy to welecms you as « sew stockholder ia 
‘The Borden Company. 


Soe Sn ene 6 eee vo 
take an active interest in our Company's affaires 
enclosing « copy of our latest e | MTT 

whieh I hope you wil) 

tive. If you are not already « user of our other I have just learned that you are no longer listed as « 
Borden products, I hope you will try them scons and recommend stockholéer of The Borden Company. Possibly you heave serely 
them to your friends. trensferre4 your shares to the name of « broker or same other 
person and have not actually #014 thes. But if you have sold 


During recent years we have veea conducting « your Borden stock, | vould be grestiy interested in knowing 
“Continuing Study of Company Ovnership.” The fects gathered What prompted thie action -- provided, of course, that your 
from this study have given us « better understanding of our reason is not & persona) one, 


stockholders’ interests. It hae alco ensbled us to show 


othere the broad ownership of « typical private enterprise. It ie aot ay intention to influence your decision on 


If you would Like to help us in this program, just anever investaents. I would like to learn, however, whether you are 
the questions that apply to you on the enclosed question- Giseatiofied with any of the Company's policies © dusts 
oaire and drop it in the mail. We do not wish to pry into Or it may be we have failed to do & good job in a you 
your personal affairs, eo please do not sign the fora. well informed on Borden's activities. Flease «« ae « frank 


reply, for which I shall be sincerely grate 
To help keep you informed about Sevése } aatav ities, 
from time to time you will receive lat ae know if you wieh to receive cur text Annual 
Oe ane Gb Gene, tae anaan Oe If you Report. I shall be happy to send it to you. 
heve any comments about our policies of products, I shall be 
gled to heave you write ae personally. 


Cordially yours, 


Cordially yours, 


MAY 3, 1957 5 


the end of the folder. Here are some 


tatist Qf the approximately 48 
(00 shareholders who received the 
Vlemo ty (WO) requested ample ol 


ly tant © oftes s 1 646 a ked tor Cat 


ere Cheese 5 O07 for Starla As to 


\lemo [ast De 


there Wa a 


lone it of the 
ember 
unple of Instant Coffee offered in 
1949, ‘This offer had been limited to 


ree month but 


request lor i 


Management Wa 


Hattered and 


iryie through with the 


Christmas Gift Package 
tockholdes in 


Another form of 


pling—and inducing one’s friends and 
relative to tt Borden products is 
the Christmas assortment offer. Last 
holiday season there were three: a 
Cheddar 1eese package at 93.8 a 
heese assortment $7.85; a carton 
ontaining a iriety of item uch as 
incemeat, coffee, cheese as well a 
non-food product ylue and = plant 


) 
food, at $ 


tock ha 


Sper ulator s since 


President's Letters: borden 
little appeal for t 

not particularly active. It is cur 
rentl elling at about $59 a share 
With dividends totaling $2.80. last 
ield was about 5% \ large 
hareholders keep their 
tock tor long periods At least four 


ear, the 


proportion. of 


ie known to have held theirs since 
1899, when the corporation began 
But despite the fairly low turnover 
there is an average of 3,400 welcome 
ind regret letters to go out anrrually 
ind = President Comfort insists on 


per onally He likes to 


joing the family and 


domy th 

know who 1 
who is leaving. Sometimes the pur 
omeone he knows, or knew 
n the past, like an old golfing pal 


In ich cases he pens little personal 


chaser l 


notes to the letter 

Shareholders take the welcome let 
ters in stride, but the good-bye mi 
ives touch a tender chord, lo queries 
is to the reason for selling—dissatis 
faction with the company, 1ts poli ICS 
ts performance in furnishing infor 
mation ‘ surprisingly large mum 
ber send replie Usually the reason 

personal, An elderly person may be 
putting his affairs in order for his 
hei \ young couple may need cash 
lor t prowling family or to build a 
home. Many promise that when they 
come back to the investing market 
they'll buy Borden's stock \ man 
wrote that he had sold his holding 
Borden 


had written a letter of regret; when 


n 217 companies and only 


he starts buying securities again, he 


promised, Borden would be at the top 


Borden's Centennial Tree 


BORDEN’S PRODUCT TREE has been growing for a hundred years. The com- 
pany now has more than 800 products, both consumer and industrial. The acorn 


from which this mighty corporate tree grew was “Eagle Brand” milk. 


| he reyvret letter otters to on 


; 


tinue sending the annual report, 1 
desired, And 


file on all who have ever owned stock 
1) the 


Borden keeps a card 
Opa 


Centennial Fanfare: All 48,500 stock 
holders have been given the oppor 
tunity to get in on the LOOth anni 
ersary of the founding of the or 
yvanization by colorful Gail Borden 
In 1956, before the Centennial year 
began, a committee from New York 
headquarters began to send out kit 
ot plans Suggestions, source material 
ind sundry other aids for birthday ob 
servances, to ofhces, plants and other 
operations throughout the country 
lhe idea was to insure strong local 
participation. Shareholders were 
ilerted, at first through the special 


Miarch Memo (d 


with its Centennial design cover and 


vidend ere losure ) 


the recipe tor the Centennial cake 
Next came the Annual Report tor 
1956, which has a Centennial covet 
and, as frontispiece, a double spread 
“Centennial ‘Tree showing in full 
color the firm’s tar-flung operations 
and products In addition, the Report 
had 32 instead of the usual 24 pages 
a special 
briefly 
the lite of Gail Borden, the history 
of the company with a look at the 
prospect for the “Next 100° Years.’ 
I here is nostalgic charm in the illus 


the & extra ones forming 


Centennial feature covering 


trations, and it’s a safe bet that man 
recipients will herish this report a 


t souvent 


Borden's 


Annual Meeting: Because 


shareholder meetings are held in 


Flemington, N, . a 
ofhice, attendance rarely exceeds 70 or 
80. ‘There is no main railroad to the 


at the registered 


town, and unless he manages to get 
a lift with an officer or member of 
tl 
his own transportation, Lunches, in 
which Borde served, are 
which borden products are served, are 


e Board, the shareholder provides 


provided. At this year’s meeting, on 
April 17, held at the Grange Hall 
instead of the local hotel, the Cen 
tennial film, “Our Great Big Birth 
day,’ was an added attraction. 
Ihere is no denying that investors 
are interested above all in earnings. 
But just as it has been demonstrated 
that employes demand something more 
of their jobs than payment, certain 
intangible, 


satisfactions, sometimes 


there is a good chance that Borden 
is on the right track in believing that 
shareholders also demand more of a 
company than dividends. 

Newly enacted laws make it sim 
pler to buy securities as gifts to 
minors, and the number of children 
who own stocks is rising. When they 
have any say in the matter, they are 
likely to be specific—to want stock 
that “goes up and down a lot,” so 
they can have fun watching its prog 
ress, aS some say; or “in a company 
that makes products for photography, 
because I like Perhaps 
management can take a leaf from the 
younger generation and assume that 


cameras.’ 


for adults, too, part of the satisfac 
tion of owning part of a company is 
identification with, and participation 
in, its activities. It isn’t hard to buy 
from your own company when it 
makes 800 Borden 
shareholders won't be allowed to for 
get it. The End 


products, and 
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CHECK () THESE POINTS 
(1) APPEARANCE (5) AGGRESSIVENESS 


{_] First impression [] Is he a self starter? 


Appropriate dress What are his goals? 


c ‘ 
Stature Is he enthusiastic? 


(6) POISE 


(2&3) DICTION AND FLUENCY 


Is he self-confident? 


Vocabul ary 


Does he handle himself wel! ? 


Clear and distinct 
Is he relaxed? 


Expresses himself wel 


Voice sounds sincere 


ALSO CHECK ( » ) THESE POINTS 
{ ] Does he have objectionable personal ity 
(4) INTELLIGENCE (_} How is his genera! attitude? 
Alert {] Is he in good health? 
Grades in school Does he have personal problems, domestic difficulties, debts, etc? 
Knowledge of our Company [_] Find out something about his family life—this will tip you off to his maturity and ability 
Imagination to adjust to new situations 


Power of reasoning Is he creative? Does he have a Scientific curiosity? 


Sales Recruiting in 20 Minutes 


"A successful college interviewer,’ according to the booklet, 
"College Recruiting This Year," issued by Diamond Alkali Co., 
Cleveland, ''is one who not only can spot the valuable graduate, 
but also can persuade him to cast his lot with us. Here's how 
Diamond says to utilize your time with each candidate: 


Ist 2-3 MINUTES - - ~ - - GET ACQUAINTED 


[] Get acquainted, develop a relaxed atmosphere; try talking about the 
weather, student's last class, special news events, etc. 


NEXT 7-10 MINUTES -- GATHER INFORMATION 


[|] Use your Personnel Data Card. 


[_] Gather information you don't already have. 


[-] FIND OUT WHAT KIND OF PERSON HE IS. WOULD HE FIT INTO 
THE DIAMOND ORGANIZATION? 


[| DECIDE IF YOU ARE INTERESTED IN HiM—consider all openings 
throughout the Company. (The rest of the interview will depend on 
your decision.) 


LAST 8-10 MINUTES - - - - - SELL DIAMOND 


[] Tell him about Diamond. (Not too much Company history, but more 
about present operations, markets, growth opportunities.) 


Tell him about new processes, plants, research programs and Com- 
pany's future. 


Tell him about his job and future with Diamond. 
Answer his questions. 


Close interview by making specific plans for trip or arrangements to 
correspond with him. 
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There’s a trend in advertising toward tailoring the sales million in more than 2,000 business publications. This | 
ipproach to specialized markets. This trend, which has year, they'll spend 10% more. Here is a profile of the | 
picked up tremendous momentum in just the past few average reader of businesspapers . . . and the reading 
ears, has boosted the importance of businesspapers as an habits that make him popular with advertisers. | 


dvertising medium, Last year, advertisers invested $440 


HOW OLD IS HE? (MEDIAN AGE 46) 
Under 35 35-44 45-54 55 and over 
12% 31% 33% 24% 
WHERE DOES HE READ HIS BUSINESSPAPER? HOW DOES HE READ iT? 
“Read at one sitting” 22.8% 
SB 
A, eres Y - 
| Tt Home or enroute “Picked up twice” 24.1% 
A | J 22% 
nt ihe] 
In place of business <> “Three to five times” 42.6% | 
° rt 
7a ' Both-Other 
11% ” 
A no i a tas 10.5% 
_ DOES HE PASS IT TO OTHERS: HOW LONG DOES HE SPEND WITH IT? 
49% 
Editorial 
2Zhours, 40 minutes 
22% 
i" Average 
| 4 hours, 25 minutes 
| 
| 36% Advertising 
1 hour, 45 minutes — 
Not at all Ses Mona BY 


| Sources: Associated Business Publications, Thi Eastman Research Organization, Inc., McGraw-Hill Research. ' i 
| | engin Bas 
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* FIN Tea) Tin agie : 
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Stil oie 
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uy AE me 


given so much impetus by My Fair 


lingerie promotion for Du Pont nylon 


This year’s fashion revival 
Lady—is 
Ilustrations reveal a feminine dream world of soft pastels, and 
delicately “The New Romanticism.” Ad 


vance orders promise tie-ins by stores across the U.S 


reflected in thi 


express the theme 


giving 
Ads run March through 
Harpers Bazaar and The New York 


nylon an extra boost in spring months 


June in Vogue, 


Time 5. 


Mrs. Sal Maglie is one of several Brooklyn Dodger wives who 


appear in a new series of commercials for Schaefer Beer on the 


Dodger telecasts. In warm and friendly dialogue with off-camera 
innouncer, ea h wite dis« Usses some hobby or interest she pur- 
sues (Mrs. Maglie loves to cook Mexican food) for real enjoy- 
ment. In her own words 


and in her own way, eae h also mentions 


her appreciation of Schaefer—“for real enjoyment, real beer.” 
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Most people have no use for bad weather, But the ¢ 


Soup people deo 


ampbell * 


They use such weather to sell SOvtip) TTL Searnne 


easonal magazine ads. These special ad 


feature “mood” photo 


of raw, rainy, miserable days—the 


folks in the 
weather hot ine 


ol ( imple lI 


kind of weather depth re 


earchet say, that puts mood for some good, hot 
soup. For added spice in black and white 


make color photo Soup all the more inviting 


Another ex: iting new idea in home lighting 
electric 


from General 
of course. You can actually 


with G-E Coloramic bulbs 


in the short time it takes to change bulbs, Thi 


redecorate a whole room 


subtly change its whole color and 
mood four color 
page by BBDO Cleveland is in itself a brand-new idea. It show 


the same room lighted four diflerent ways with G-} 


( oloramic 
bulbs—Dawn Pink, Sky Blue, Sun Gold and S 


pring Green 


INC., 


+ MINNEAPOLis 
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Progressive sales executives are fast 
realizing that selling success depends 
more on the thinking ability of sales 
factor \ 


trained, alert, creative imagination 1s 


men than on any other 
more tnportant to salesmen than we 
commonly think I his is why : 

First, the salesman never finds two 
situations exactly alike Prospec ts dif 
ter, needs differ, attitudes differ. And 
these variables cannot be controlled, 
he selling pot that clinched the last 
sale may be useless in making the next 
sale, Techniques demonstrated at last 
week's sales meeting may be of great 
value in selling some prospects but of 
no value in other situations. No sales 
training program can be planned 
which will explain precisely how to 
cover each of the hundreds of inter 
iews salesmen conduct each year. 
When salesmen are confronted by 
new problems, new objections, new 
needs, new personalities, nothing can 
take the place of applied brainpower 

Second, the salesman must rely on 
his own resources. Salesmen usually 
work alone. When your salesmen are 
in the middle of a sales presentation, 
they can’t turn to you or to others for 
assistance. ‘hey must work out so 
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Let’s Train Salesmen 


To Develop Imagination 


By DR. DAVID J. SCHWARTZ, Jr. 


their own. How well your 
salesmen work out these solutions on 


lutions of 


the firing line determines whether 
sales are made, 

Unlike office employes, 
niss the stimulation and suggestions 
of others who may have encountered 


salesmen 


similar situations. Salesmen must do 
most of their own brainstorming. 
Third, the salesman must act “right 
now.” In most cases he must provide 
answers, create ideas, help the pros 
pect visualize his needs, right now. 
There isn’t time to meditate or pon 
der: “How can | make this prospect 
realize his need?” or “What strategy 
will work best with this fellow?” 
The salesman must make intelligent 


appraisals. 


Conventional Sales Training Is Guilty 
of Overemphasizing the "One Right 
Way:” “scientific’ 
sales management have often sug 
gested that there is a one best way to 


Proponents ot 


make a sales presentation and all sales 
men should make it that way. At 
first thought this may seem logical, 
but is it? ‘Take time to review case 
histories of the most successful sales 
men we know, and we will find that 


there are as many “best ways’ to 
make a presentation as there are best 
salesmen. ‘Che top producers develop 
and practice techniques which work 
best for them. Notice the differences 
in the approach of Arthur Godfrey, 
Ed Sullivan, and Steve Allen, three 
of America’s best salesmen. 

When the salesman is with Mr. 
Prospect, he must reflect maximum 
sincerity. If the salesman is over 
trained in the “one way” to make 
sales, chances are what he says will 
come out cold and misdirected. ‘The 
top producer natural 
talents. He does not develop an ap- 
proach which is foreign to his per 


develops his 


sonality. 

‘To be sure, the salesman needs 
knowledge, facts, the best possible 
training in applied selling technique. 
But he also needs training in how 
to make facts live, how to vitalize his 
own imagination, how to spark the 
imagination of his prospect. 


Four Ways to Energize Sales Imagi- 
nation: Real selling will never be- 
come automated. Salesmen will al- 
ways be salesmen to the extent that 
they think. Here are four suggestions 
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there’s got to be 
a best way 


or “, 


to tell your 
producti story 


in ei a DO YOU KNOW WHAT IT is? 
VAIO TACT, 


You’ve probably preached “user benefits’’ to 
your sales force until you could make a good 
case for this basic sales approach in your sleep. 


You've probably heard or assumed that this 
same principle applies to advertising 


Well, it does. 


But with this difference. When your salesman 
calls on a prospect he is able to select any 
element of your product story as a starter; to 
select the most suitable of his many sales points 
as he feels his way through the interview. 


Your ads, of course, cannot “feel their way” and 
adjust to readers’ reactions. That's why it’s so 
important to find out, in advance, the one best 
way to tell your product story — the way that has 
the greatest appeal to most of your prospects in 
each of your markets. 


Today there is a way to sharpen the common 
denominators of your best sales story as 
it applies to each of the different fields you 
sell. It is a highly specialized type of personal 
sales investigation which we have developed 
over a period of many years. 


We call it “Ditch-Digging” research. It digs 
underneath the reasons your prospects give for 
not buying. Its approach is unbiased; we get 
your potential customers to talk about things 
they normally wouldn’t tell your salesmen. It 
helps you crystallize the conditions to be met 
in each field; reduces the guesswork that ham- 
pers advertising effectiveness; leads inevitably 
to the best way to tell your product story. 


THE SCHUYLER HOPPER COMPANY | advertising 


i2 East 4ist Street, New York 17, N.Y. 
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lor improving the thinking power in 


ile mien 


1. ‘Train the salesman to use his 
own judgment I rain the salesman 
to rely on himself when he is selling. 
Irain him to believe that he is the 
command pilot when he is with the 
prospect. ‘Train him to destroy the 
feeling, “I wish my sales manage! 
were here to help me,” which often 
crops up midway during the difficult 
interview. Give him the feeling that 
no one is looking over his shoulde: 
that he is obligated to select informa 
tion which this particular prospect 
needs and that it is his responsibility 
to visualize this information so that 
really feels 


this particular prospect 


his need 


‘Train the salesman to visualize 
lrain the salesman to think. To il 
lustrate, ask him to visualize a word 
uch as “eternity” so that he can grasp 
the realization that eternity is much, 
much larger than a mere “forever.” 

In similar fashion, ask the salesman 
to visualize phrases he uses every day, 
ich as: “This will increase your eff 
ciency.” This product will accrue 
ivings for you.” “You'll really bene 
fit from this.” ‘The point is clear 
Much of the time salesmen are using 


LIVING 


FOR YOUNG HOMEMAKERS 


Faster sales 


, turnover 


words and phrases which carry little 
impact. 
Salesmen should convert mere 
words into concepts and ideas by way 
of concrete examples and down-to 
earth facts which will 


awaken prospects. Much of our pres 


genuinely 


ent-day sales vocabulary is, frankly, 
worn out, 

A good exercise in any sales train 
ing program is to ask salesmen to 
take each major selling point and 
visualize it five different ways. Train 
the salesman to give some deep 
thought to reasons why prospects 
must provide for their needs. 

\ wonderful by-product of training 
in visualization is that the more a 
salesman practices visualization, the 
more enthusiastic he becomes. He sells 
himself on what he is selling. He be 
comes more excited. He begins to real 
ize he is charged with the tremenodus 
responsibility of helping people help 
themselves. 


3. ‘Train the salesman to fertilize 
his mind. Tens of millions of Ameri 
cans are diet-conscious. ‘They are told 
over and over again that what they 
eat determines how they feel. 

Ihe physical diet, to be sure, is 
important but all of us should give 
equal attention to our mental diet, 


for this determines how well we think. 
Unless our salesmen are fed a highly 
nutritious mental diet, their minds 
will grow first stale and then stag 
nant. Encouraging salesmen to read 
stimulating books and articles, to se- 
lect stimulating friends, and to do 
stimulating things are the best weap- 
ons to combat the diseases of disin- 
terest and boredom. 

It is well to remind ourselves that 
what happens between 6:00 p.m. and 
9:00 a.m. has a direct bearing on 
what happens between 9:00 a.m. and 
6:00 p.m. Men who use their “off 
time” constructively are more pro- 
ductive when they work. No sales 
manager, of course, has the right to 
even try to dictate how a man should 
behave when he is not on company 
business. But a sales meeting based 
on non-personal aspects of “Managing 
Your Environment for Selling Suc- 
cess’’ can help many salesmen to give 
themselves personal direction. 


+. ‘Train the man to train himself: 
In this day of mass training, new 
training aids, training specialists, and 
“advanced” training techniques, we 
too easily overlook the best training 
“device” of all, the man_ himself. 
Truly successful persons, whether in 
selling, management, or any other ac- 
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LIVING for Young Homemakers is written exclusively for, and seeks 
its readers only from, the young married people—the dynamic, ever-new, 
ever-buying turnover force for American business. 


They plan. They see. They buy! because they have to! This is the 
way of modern young homemakers who set out together to conquer 


their own world of happiness! 


Send for further documented evidence of how LIVING’S “must buy” 
readers make new sales and profits for you. 


during the must buy” years 
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LIVING for Young Homemakers Constantly freshens its circulation with MUST BUY readers 


tivity, are “self made” individuals in opment, self-motivation, and growth. 
the sense that they have informally When a salesman really feels he is 
trained themselves. ‘Io be sure, most training himself, he will eagerly add 
successful persons have received help, to his knowledge and improve his 
advice, and pointers from others. But, skills in locating new needs and new 
this is very significant: “The success business opportunities. He will search 
ful person has integrated the assist for ways to make each presentation 
ance of others into his own personal more effective than the one before. 
program for advancement. He will become his own best critic. 
We can build a machine to fun He will come to his sales manager 
tion in a desired way, but we cannot with intelligent questions, not with 
train a man to function exactly as we excuses for mediocre performance. He 
want him to function. ‘To make the will develop his inherent power to 
point) more conclusive, let us review think creatively. 
some of the things we cannot train 
a salesman to do, things which the The Challenge: ‘The surest competi 
salesman himself must accomplish i tive weapon a sales organization can 
he is to think imaginatively: have is superior manpower. ‘Today it 
1. We cannot train a man to have isn’t so much “product versus prod 
high morale. uct” as it is “man versus man.” ‘The 
2. We cannot train a man to have essential difference between two com 


positive attitudes. 


3. We cannot train a man to have 


ambition. COMING SOON 

4. We cannot train a man to be 
come more cooperative. 

What we can do, however, is to “Every Company Needs It: An 
provide training which trains the man eins tits ene 
to train himself in attitude develop 
ment and control. That is, we can 
supply guidance and assistance which 


trains the salesman in the why and 
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how of self-management, self-devel 
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peting salesmen or between two sales 
men in the same organization is likely 
not to be age, education, experience 
or native intelligence Rather, the 
wide gap in performance between two 
salesmen is usually found in differ 
ences in attitudes. Attitudes in turn 
are reflected in the salesman’s ability 
to spark himself into creative effort 

In review, specific suggestions fo 
training salesmen to develop imagina 
tion are: 

1. ‘Train the man to use his ows 
judgment, 

2. ‘Train the man to visualize 

3. ‘Train the man to fertilize h 
mind, 


4. ‘Train the man to train himself 
for self-development. 

The challenge today in training 
alesmen is to develop the whole man 
through helping him to learn how 
he can train himself to think ere 
atively, to think and act positively, to 
build and maintain his own moral 
to develop self-reliance, and to build 
on the basic fundamentals provided 
him through the regular training ef 
fort. A question which warrants repe 
tition is: “Are we doing all we can 
to build attitudes which cause men 
to develop their full potential ?” 

The End 
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' ... If those words were uttered by the president of a national 
Don't Knock let pak . er 
brewery people would be swept off their feet with ennui: It’s 

Your Competitor” easy enough to mouth pious sentiments when you're on the top. 


But we're intrigued by a brewer—a relatively small brewer—whose 
business philosophy seems to be love-thy-competition. 

The brewer: King Cole, president of Kingsbury Breweries Co., 
Manitowoc, Wis. “Many years ago, on a trip to Mexico,” he says, in 
explanation of his philosophy, “| was forcibly impressed by a 
painted wall one of the leading brewers in Mexico City was display 
ing. It read, ‘Bebe Corona O No Bebe,’ meaning ‘Drink Corona or 
don’t drink.’ ’’ Cole was shocked, And he’s been no iess shocked by 
some of his brothers-in-trade, who don’t go quite as far as the 
Mexican brewery but sail pretty close to the wind. 

So Cole's current advertising campaign, currently running in The 


Milwaukee Journal, takes the opposite tack. It’s a full-page ad, 


showing a smiling gent who is being asked the question, “Why not 
have a giass of beer right now?” It doesn’t ask, this ad, why not 
have a Kingsbury beer? ... just why not have a beer? 

Cole admits that he does use the hard-sell technique in his other 
advertising and that this particular ad—for which he furnished 
the idea—was a trial run in his campaign to further beer drinking. 
He's gotten many back-slaps on it but he doesn’t think he’s started 
anything like a movement among his fellow brewers. 

Kingsbury’s hard-sell copy is carried in outdoor advertising, TV, 
radio, and in this phase of his campaign Kingsbury sells Kingsbury 

but not to the detriment of other brands. Kingsbury ranked sixth 
among Wisconsin brewers for 1956——-which includes such nationally 
known brands as Schlitz and Blatz. 

If you don’t think it’s unusual for a small brewer taking this long- 
range point of view on sales and advertising you haven't been read- 
ing beer ads recently. The End 
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The LIVING young-married market is the market that never grows old 
Through special circulation methods our advertisers are assured a 
constantly fresh supply of eager-to-buy new readers who replace those 
whose home goods purchases have been made and who are now “‘out 
of the market’ 


Here are the facts 


These figures point up the tremendous amount 
of buying done by young families in the “buy 
ing-packed" years of reading LIVING. 


These young homemakers want things now, need things now, “must 
Only LIVING offers you this ready made, concentrated 
which is constantly bringing you brand neu prospects for old 


buy now 
market 


ones whose homemaking needs are satisfied Ownership: Ownership erenee in 
New Recent nership 

Look at our chart, which outlines the “Must Buy” market. Then ask es: 3 Ex-living ti Theey Rieet 
Subscribers Subscribers Buy Yeors 


us for further interesting facts about LIVING’S impact on ‘Must 
Buy” young marrieds 


a “ 3 | Homes 35.7% 72.2% 102.2% 
t e must buy Fars Refrigerators 61.5 80.4 30.7 
Rugs 59.6 88.2 48.0 
gop ONY — Electric Ranges 23.8 49.7 108.8 
i ~~ ; iy, TV Sets 64.6 88.3 36.7 
Steel Kitchen 
Cabinets 10.9 22.7 108.3 
Automatic Washing 
Machines 37.9 67.0 76.8 
Hi-Fi Sets 16.4 39.4 140.2 
Furnaces 28.7 72.0 4150.9 


Surprising? Not when you consider the unique position of 
LIVING'S readership. These “Young Marrieds’ are going 
through a once-in-a-lifetime period of urgent buying, to 
establish their homes. They need literally everything from the 
floor up and.constantly refer to LIVING for buying guidance 
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Bill Bros. Publishing Corp... . Penick & Ford, Ltd., Inc. ... 
John C. Ward named publisher ol VI. a, Martin elected executive ' ~ 
Floor Covering PROFITS. Q. H. ‘Tousey to v-p in charge of 
Bulk Product Sales 


EXECUTIVE SHIFTS 
IN THE SALES WORLD 


Ceco Steel Products Corp... . 
IImer ‘I’, Gustafson named y 


Porter (H.K.) Co., Inc. ... 
Cjordon N. 


p and 


ACF Industries, Inc. oa a Dow bec omes genes al 


veneral Inanaper ot sales. 


John D. Loftis appointed to newly 
created post of marketing director 


American Car & Foundry Division. 
American Broadcasting Company 
Radio Network Inc. ... 

Robert 2. Eastman appointed pres 
created autonomous 


ident of newly 


subsidiary of American Broadcasting 


Paramount Pictures, Inc. 


American Marketing Assoc... . 
DD. Maynard Phelps, Professor of 
Marketing, Michigan 


assumes presidency July | 


University of 


American Tobacco Co.... 
Robert I. \W alker dire tor of sales 


clected V-p. 


Auto—Soler Co. ... 


Kenneth Ek. Joy elected executive 


p of marketing, newly created post. 


Behr-Manning Co.... 
Henry R. Merrill appointed v-p 
Division of Norton Co, 
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Corn Products Sales Co... . 

Alexander N. MeFarlane elected 
president of this marketing agency tor 
Corn Products Refining Co 


d-Con Co., Inc... . 

Victor kk. Moore appointed general 
ales manager of this Sterling Drug 
Inc. subsidiary. 


Eastern Stainless Steel Corp. . . 
Richard C. Cunningham appointed 


dire tor ot sales 


Fairchild Camera & Instrument Corp. 
Sherman M. Fairchild 


board chairman cle ted president 


founde 


General Motors Corp... . 
William J] 


ager ot 


Dinsmore named man 


ranpe wate! heater sale 


lrigidaire Division 


John Blair & Co. ... 
Arthur H. McCoy appointed v-p 


national sales manager. 


sales Mianapel ol Les hen \\ ire Rope 


Division 


Radio Corporation of America. . . 
‘Thornton FF. Scott named Admini 
trator, advertising, sales promotion 
Resistol Hats, Inc... . 
Robert | 


promotion advertising 


Roth appoited ) ile 


Sawyer's Inc. ... 
William 


promotion manager 


Armstrong named sale 
View-Master Di 


vision 


Sponsor Magazine ... 
Arch | Nl adsen to Reneta ial 


ive! 


Standard Screw Co.... 
emerson L, Claussen become p 


n charge of Standard Products Sale 


Steuben Glass, Inc... . 
James A ‘Thur ton director ot 


ale elected v-p 
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te greatest need in Sales: 


An Executive ° 


Manpower ° 


Reserve “ 


By "CHUCK" L. LAPP, Ph.D. 


The ills of many companies caught in a tightening profit 
squeeze might well be cured by training and developing 
potential executives. Not all such programs—where they 


exist—are adequate to the need. How does yours stack up? 


\re ye leveloping executive man profit, almost invariably the “X” 
power ? factor of differentiation will be the 
Almost evel iles executive you efhcient management of sales man 
ik to throughout the country will power. Yet, all too frequently in de 
i that he it prese faced with velopn ent programs management 
least one of three ijor problen will be by-passed to obtain short-term 
Inadequate sale olume, high ope results with a direct concentration on 
expense, or inadequate gros upgrading salesmen 

nargins. Most of the same executive Ihe fallacy of such action and the 
ire looking tor a short-term solution need for a planned effort to develop 
the areas of advertising, marketing sales executives becomes apparent if 
research pricing election and initial events of the past are quickly re 
ning of salesmen to ward off viewed. Management manpower in 
threat to their net proht outlook, ales needs to be developed because 
lew of them pay little more than lip of the shortage of such men. ‘This 
| e to what might be a more pel hortage has been made more acute 
nanent long-term solution—that of because during the depression years 
etting up a sales executive develop fewer than the normal manpower re 
nent program. Lop managers in some quirements were needed. During 
ompanies have seen the need for send World War II many men who nor 
executives to versity-sponsored mally would have developed on the 
ourses fo ecutive development job were in the Service. Most com 
but {te f hy iction fill panies have enjoyed an expansion pe 
their needs only in part riod which called for more executive 
lf you will mmpare competitive nanpower the last 10 years. Because 
ompanies in industi ifter industry of the income tax situation proselyting 
ou will more often than not find has become more difficult. Sales execu 
hat the financial condition of thei tives are not lured from one job to 
product line or products and thei nother by a relatively small differen 
buyer lists are all abo t equal, lf one tial of a few thousand dollars in 
WMpany seems to excel another in net ilar lhen, too, many of the new 


generation of potential executives 
have often had mainly technical train 
ing and technical jobs which do not 
give them the broad underpinning 
necessary for higher echelon jobs. 
Then why hasn’t there been more 
emphasis put on sales executive de 
In my judg 
ment, it is mainly because certain fal 
lacies still exist in the minds of the 


velopment programs? 


top management of too many com 
panies, as indicated by such statements 
as: 

“Self-made men are what we 
want.” 

‘Joe is in the family; he is certain 
to get the job,” 

“We can hire all the executives 
we want away from other companies.” 

These philosophies have become 
realistically fallacious when in com 
pany after company executive jobs re 
mained unfilled because manpower is 
not available without taking sales 
men out of territories. 

Thus a sales executive development 
program should have two major ob 


jectives: 


1. To enhance the efficiency of pres 
ent sales executives. 
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) 
. lo develop a reserve in sales 


In respect to the second objective, 
ilmost any businessman sees the need 
tor a reserve in finances and in in 
entories, but few see a need for a 
reserve in manpower for sales man 
iwement 
Now to 


or setting up a sales executive man 


irn to some suggestions 


power development program: 


Establish A Plan: 


@ Forecast the future need for 


sales executives and sales personnel. 


@ Prepare lines of promotion that 
give men the broadening back 
ground, technical know-how to be 
qualified — for 
jobs. 


will 


specific management 


@ Establish an over-all profile of 
the qualifications a man needs to fill 


a specif ales executive job. 


Select Carefully: 


@ When hiring employes evaluat 
their potentialties for sales and man 
agement. ‘This should not be intet 
preted that every man hired should 
qualify as a Management probability 
but at least a sufficient number should 
in order that a reserve of such man 


power may be available 


@ Avoid development of men who 
like selling so well that they will 


never manage 


@ Screen men carefully and avoid 
advancing a man into a position be 


yond his « apacity. 


@ Be sure associates want a se 
lected man to succeed 


@ Watch the age factor in order 
not to make an investment in a man 
who has so few productive years left 
that such an investment will not pay 
off. 


Train—Don't Leave All to Undirected 
Experience: 


e Give 


assigning specifi 


pre-selective training by 
activities, experi 
ence through job rotation in assistant 
to-jobs and in subsidiary companies 


@ Survey sales executives and find 
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out the kind of training they feel they 
want and need. 


@ Make 


ment more than a formal course by 


sales personnel develop 


means of a continuous program of su 
perior subordinate counseling 

@ Give sales superiors a monetary 
incentive to develop subordinates. ‘oo 
often sales executives who consistently 
provide manpower for important jobs 
do not receive any recognition for 
their efforts. An evaluation of this 
ac tivity, it is true, cannot be made on 
a short-term basis but on a three- to 
five-year basis. 


Evaluation: 


@ Set up a system of ¢ aluating 
employes periodically as the basis for 
individualized direction 


® Hold counseling interview vith 
subordinates for the purpose of getting 


These elephants, in dress re 
hearsal for the April opening of 
Ringling Bros., Barnum & Bailey 
Circus at Madison Square Gar 
den, are treading on the largest 
single sale of U. S. Rubber 
“Royalite” rubber matting. 

Gone are the days of the tra 
ditional dirt and sawdust arena 
flooring which has been replaced 
by approximately 16,000 square 
feet of this 
weighing 14 tons. 


yellow matting 

Experiments and negotiations 
between the circus and VU. & 
Rubber Co. took 
months. Representing the rubber 
manufacturer was sales engi 
neer Marion C. Bartholf. 

The 128 sections of the matting 


over two 


U.S. Rubber Goes Under the Big Top 


them to realize their shortcomings, to 


outline a program for themselves for 
self improvement, and to keep ip with 
their progress at periodic intervals by 
means of written tests, test job assign 
ments, and special personal interview 
SESSIONS, 

® Recognize a failur prompt 
and take steps to remedy it before it 
becomes impossible or too difthcult 

@ Inform all potential candidate 


of the criteria required for a promo 
tion and of how promotions may be 
obtained 

bd Assist men who ’ ly 
groomed for promotion to in 
ternal prestige trade prest 


community prestige 


In conclusion, the progran muthined 
above must be old fo top manage 
ment. It will not pay off in one ( 
or even in two year ait mpact ol 
uch a progran howeve vill be 
ome mificant it ewed on a five 
or 10-year ba The End 


can be adjusted to fit of the 
more than 30 arenas the circus 
will play this season, To give 
heavy circus animals maximum 
stability, Bartholf suggested Roy 
alite matting with a pyramid 
face design 

Samples of this design were 
rigidly tested by the circus at its 
Florida winter headquarters be 
fore the order was placed. Once 
U. S. Rubber received the “go 
ahead” the matting was pro 
duced in five weeks 

Exact cost of the “portable 
floor” has not been released but 
a circus official revealed that 
25% of its price was written off 
by savings on dirt and sawdust 
at Madison Square Garden 
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BY HARRY WOODWARD 


We've met a man who has a farm, 
Harvest the most unusual Crop 
dinosaur tracks And makes 
t good I ing out of it, too 

Vleet Carlton S. Nash, of South 
Hadley, Mass. kor he’s the man who 
markets these pre-historic 


track lot 


Seriously 


three-toed 
people who have Byery 


thing else l hese custo . vho 
fall over themselves to one 
thing the haven't ah hip 
use the track which é in 
Variou VA ind imbedd@d in the 
hale—-for garden steps, fireplace ors 


obvious USCS, 
So has Ired May 


( seneral Patton 


nament ind other less 
\Iuseums buy ‘em 
tay Lowell Thoma 
ind, naturall that 
tellow Arch Oboler 

It took a kid to realize these tracks 
had a ales potential The kid was 
Nash himself \ couple ot decades 
wo, when he was a 


lad whose 


ence fiction 


erious-minded 
hobby was ar heology 
Nash discovered a treasure in a two 
wre field near his home. The field 
Hundred 


of people had passed them by without 


wa covered with) tracks 


nving them a second thought. But 
little Carlton knew what they were 
mind that one 
It took him 


ilmost 10 years 


ind he race up his 
dav he'd own that field 
I long time ; 

Ihe first owner wouldn't sell In 


the meantime Carlton grew up, had 


48 


ADULTS 50° 
CWLOREW —. 257 


FOOTPRINTS FOR SALE 


. people will buy any 


thing — especially if they don’t already have it! 
Cariton Nash does a thriving trade in dinosaur tracks. 


The Man Who Farms Dinosaurs 


‘be 

a seri automobile accident and 
went Broke. So that when the field 
wag $0ld and the second owner was 
agr@éable to parting with it, Nash 
didm’t have the funds to buy. But 
finally, in 1939, by doing some horse 
trading, he managed to get the field. 
\nd that. was the beginning of his 
Nash Dinosaurland. He = sells the 
prints, which range in size from little 
five-inch ones made by babies trailing 
thei: mamas fo enormous ones made 
by papa, for ranging trom 
$12.00 to $2,000. (These expensive 
ones are for slabs Conta dag a num 
ber of the prisits, ) : a 

Nash came by his lov ¢ of are heology 
naturally, His father was a geolog: 
major at Amherst. “Wanye times,” 
says Carlton” Mash, “when I was a 
child he took mete the Amherst Col 
lege Museum and still more fre 
quently to the site where the ‘Moodii’ 
tracks had been found in 1902. These 
tracks were first discovered by Pliny 


prices 


\loody, one of my ancestors, while 
ploughing a field. He turned up a 
tone with several dinosaur footprints 
nit. Dhey were then supposed to have 
heen made by a great bird. People 
alled them “Tracks of Noah’s Raven’ 
intil years later when scientific stud) 
properly identified them.” 

The tracks at Dinosaurland are 
deeply embedded in shale and Nash 


says he has no idea how deep the 
shale ledge is. “To date 16 layers of 
imprints have been uncovered. ‘The 
track 


from one to three inc hes in thickness, 


shale containing each varies 
depending on the weight of the dino 
saur that left it. And some of those 
lumbering nightmares weighed in at 
10 tons, 

‘To mine the tracks without dam 
aging them, Nash had to improvise 
special tools, including an electrically 
driven saw. His first sale was to a 
local ; Soon he was selling 
ew Englanders. He knew 
these cagy buyers 
was right. For or 
to pour in from all over 
the world. Even the Northwest 
\Iounted Policemen, who heard about 
these tragkis, Order@dsome to decorate 
one ot ot i ou osts. The Kyoto 
\luseum if F an lso has prints 
from Nash's Dinosatthand promi 
nently featured: 

‘The prints look like primitive 
drawings and they make fascinating 
designs when various sizes are used 
Corporation’s 
e decorated 
with the p the company is 
delighted wit » way “they've held 
ip.”’ But Nash says, “They ought to 


bat 


he 


ders 


together. 


lobby . floo 


hold up. They’ve been holding up for 
The End 


‘ 999 
millions of years! 
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buildings 


which shape 


our lives... 


skyscrapers and schools, houses 
and hospitals, plants and parking 
garages are created by America’s 
architectural firms. 

To best cover this $27,000,000,000 
architecturally-designed construction 
market, many advertisers of building 
products, materials and equipment 
use PROGRESSIVE ARCHITECTURE 
In it they reach the world’s largest 
architectural audience. They have 
found that P/A creates a productive 


climate for their advertising 


Progressive Architecture means Productive Advertising 


PROGRESSIVE 
ARCHITECTURE 


) 1 \ I . 


. <i ee 
“ r 


THIS twin’s cleaning up 
with LAN-O-WIPE - 


(... and vice versa!) - 


Mrs. St. Paul is a fastidious housekeeper who likes neat-as- 
a-pin walls floors and woodwork. And when she dips a sponge 
on cleaning day, chances are vood that she'll be putting dirt 
on the run with LAN-O-WIPE! According to the 1957 St. 
Paul Consumer Analysis this mere-year-old product 

already the third most preferred floor cleaner in the market 

_ and fourth from the top amon 
ers How come sue h 
St. 


Survey. 


u wall and woodwork clean- 
speedy popularity? That’s an easy one. 
Paul's shoppers started taking a shine to LAN-O-WIPE 


as the result of effective, consistent advertising in the St. Paul 
Dispatch-Pioneer Press. 


Floor Cleaner Preference in St. Paul 


BRAND 1957 1956 
Brand A 28.8% 34.6% 
Brand B 9.7 10.8 
LAN-O-WIPE 9.2 


Is YOUR product making a.cleaning in the St. Paul Market 


. or is it one of the “also rans?” Get your answers from 
the 1957 St. Paul Consumer Analysis Survey ... an eye-open- 
ing study revealing brand preferences and buying habits of 


the 486,100 people in the St. Paul Market” who spend $596 
THIS TWIN READS THE million a year... and who make the Dispatch-Pioneer Press 
DISPATCH-PIONEER PRESS their buying guide, For your copy, contact your Ridder-Johns 
representative or write, using your Company letterhead, to 


——— Consumer Analysis, Dept. D. 


Ramsey, Dakota and Washington Counties. Source: May 10, 1656 Sales Man 
agement Survcy of Buying Power 


$T. 3 PAUL 


DISPATCH 


Ste 2 eS WEWSPAPER 


PIONEER PRESS 


REPRESENTATIVES 


RIDDER-JOHNS, INC. 
NEW YORK - CHICAGO - DETROIT 
SAN FRANCISCO - LOS ANGELES 
ST. PAUL - MINNEAPOLIS 


LUXE To stores 


sophisticated clientele and 
good volume, this $1,000 display 
and demonstration unit was offered 


DISPLAY DE 
with 


Test Campaign Gives Go-ahead 


To a Narrow-Market Product 


Kikko-Man soy sauce is now ‘'Kikko-Man All-Purpose Sea- 
soning. Sampling, demonstration and display linked up 
with modest advertising, paid off in Northern California. 
Now the first of a series of expansion moves is under way. 


with the cull 
vast It 


wheat and 


' 


marketed taurants or experiment 


that mysteries of the Far 
making its debut in 
markets in 


Kikko Man ire 


Variou 
\lan So 


portant of 


Kikko Nan Soy Sauce 
years under name nary 
made trom soy 


brewed tor 


for over 300 
ilt 


bean 
18 months lL here 
made in 


Kikko 


one ot the more 


this month is 
stores and super about 
Southern California as 
Sauce All-Purpose Seasoning. 

‘There is no change in the product 
slight changes in the package 
But a change in the entire met tured in 


d The Noda 
t about 45 


( h tin 
many brand 


the Onient 


or course 
parts of 

Sauce 
only them ha been manu 


label 


handising approach has produc 


Japan since the 
Shoyu Co., Ltd. It put 


million gallon innuall 


900% sales increase in the Norther: ol 
California test area in Six month Ihat ma ound like a lot of so 
It’s a story of what imaginative ell iuce, but it is only 15% of tl 
ing can do for an apparently “insig umount produced in Japan. ‘The aver 
ficant’ product. Insignificant, that age Japanese in his homeland ( 
from the point of view of the aver ibout 3! gallons each vear: othe 
ive American. On the other side of people of the Kast also are hea 
thre world «\ i uy ficant a alt W hes the move to other coun 
Lhe rich brown liquid known a es the eate a demand for 
LLiCe liar to those in thi there 
went wis -eienies Ovni % r how Kikko-M et 


1957 


on loan, Attention features: pi 
ture boxes, color transparencies, 

theatrical lighting, plus bamboo 

the United State In 1906: Pacifi 
lrading Co., San Francisco, began 
mporting it for the Japanese na 
tional living here (Z ole distri 


buting agent. For 50 years the prod 
less confined to 


Q5y 


ict had been more or 
market 
of the trade of that group 
iwihara, head of Pacific ‘Trading, e 
mates that 80% of the 


e up until last 


the Japanese claiming 


(;unzo 


produ t 
AmMony 


VO, 


yea! ha been 


the Japane e here, the other 


yoinyg to the general public ind to 
titutional use! 
Ihen came an interesting develop 


We 


observed comment 


that (ex 


nent 


oihara idental were 


ring to Japanese " irket to bu 0 
other (); ental 
f he belie ‘ 


because of the growing awarene i 


Icast and it wal on t 


Man were ta 


mart of American 
oned " that ir¢a d ining : 
learned to like 


itives of Pacifi 


Luce ilong with 


food Th came abo 
‘ 
" 
Iie 


and atte 


World War II and 
lrading saw an opportunity to in 
rease the n irket and re 


4 t} promotion 0 


OHIO’S 


MOST CONCENTRATED 
AREA OF GREAT 
INDUSTRIAL NAMES 


A ONE BILLION 
ONE HUNDRED SIXTY-NINE 
MILLION DOLLAR 
ONE-NEWSPAPER 
MARKET 


of metropolitan Akron 


85% Coverace 
Of Akron Trading Area 


FOR COVERAGE AND RESULTS 
IT’S THE 


| 
| 


VMicCalls 
] Cc da te 
isn’t new 
to Tide... 
they used 13 pages be 
fore Bill Brothers took 
over. Then they in- 
creased to 25, including 
a dozen inserts and a 
four-color 


job. Smart 


fellows, McCall’s. 


McCalls agency 
Donahue & Co., Inc 


a pire 


tit 


LLL 


SHOPPERS LICKED THEIR CHOPS over morsels of steak, hamburger or fish 
dipped in Kikko-Man sauce... 


and many became immediate customers. Demon 


strations proved to be an effective medium for promoting Kikko-Man Sauce. 


D'velyn-Gug 
genheim. Richard Guggenheim’s coun 


advertising agency 
‘First of all, get a first-rate 
broker for your 
Northern 


chosen for the 


vl was: 
initial distribution 
California was 
first test and the 
brokerage house given the 
Theobald Brokerage Co. 
Market studies were made to de 


area, 


produ t 
was 


termine consumer acceptance and po 
tential. In some respects the results 
appeared discouraging. It was found 
that (1) many persons thought they 
did not like soy whether or 
not they had tried it; (2) those who 
used it associated it exclusively with 
Oriental foods and tended to use it 
with an eye dropper; (3) in the trade 
and elsewhere the product had no 
prestige value. 


Sauce 


The planning team, drawn from 
the importing house, the brokerage 
firm and the advertising agency, de 
cided that strategy would be needed. 
People must be persuaded to taste the 
product. It was Ray Theobald’s idea 
that Kikko-Man first 
American promotion should not be 
with Oriental 
treated as a specialty item. 

The program that developed was 
based on sampling and demonstration. 
The product was not promoted as a 


Sauce in its 


associated foods or 


soy sauce” but as an “all-purpose 
seasoning.” ‘The product and package 
remained unaltered; so did the label 
in the preliminary test operation. 

But in selling the trade, in the sup 


porting program of television, radio 


and point-of-purchase ad- 
Kikko-Man was identified 


as “the world-renowned, all 


newspape1 
vertising, 
simply 
(“brings you the 
‘magi great chefs’). It 
was played up as “simply marvelous 
for . .. meats, poultry, fish, basting, 


purpose seasoning 


touch’ of 


yravies, soups, vegetables, rice noo 
dles, salads, barbecues.” 

For sampling, a half ounce of the 
sauce was packaged in a small plasti: 
envelope made to simulate the bottle 
in which the product is sold. The 
front bore a full-color picture of: the 
package; the back, information about 
it. The envelope was clipped to a 
card printed in red and black, stating 
“This is Your Sample of Kikko-Man, 
the world-renowned, etc.,”’ and list 
ing everyday uses in American cook 
ery. Attached to the sample was a 
recipe folder suggesting addition of 
the sauce to a dozen popular Ameri 
can dishes, as well as some unusual 
uses, 

The sample was supplied by the 
thousands to top markets and chain 
stores selected for the test promotion. 
Broker field men got the grocers to 
pile the samples in a dump bin type 
of display or a market push cart at 
strategic traffic spots, plus a big sign: 
“Free Sample—Take One.” 

Market managers were induced to 
give Kikko-Man a place on the 
shelves with and condiments 
rather than to place it in specialty 
sections or with Oriental food items. 
Theobald’s retail salesmen 


sauces 


assisted 
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the grocers in setting up mass dis 
] 
plays of the 12-ounce bottle and some 


of the 6-ounce size. he displays were 


in heavy traffic areas wherever pos 
ble during the introductory promo 
tion period. Previously, any stores 


that did carry the product had kept 
with foreign food items. ‘The mat 
Kets were supp! ed with stack cards 
| 
, 


blow ips, an other P-O-P material 


to focus attention on the special 
plays and with shelf markers for th 
permanent shelf stock 

An mportant element. in the pro 
motion was demonstration. ‘This phase 
of the program was planned with 
ire and the demonstrators spec ially 
trained to do a job outstanding in 
helpfulness and courtesy, with a low 
pressure ipproa h [he demonstra 
tions ran in three to five stores a 


week throughout Northern California 
intil the area was covered. Stores 
vith top volume and prestige in each 


' 


community were chosen, mainly supe1 


irkets or chain nits 


Ihe demonstrators prepared the 
foods selected for the sampling on 
electric skillets Thursdays and Sat 
irdays the market customers were of 
fered fillet steak or hamburger on 
toothpick dipped n the Kikko-Man 

I rida i choice of meat or 


fish was oftered in the same way. A 


paper napkin was provided with each 
sample 
a he demonstrators told customers 


of the many w n which they might 


ise the sauce to enhance ordinary 
dishes or create gourmet recipes. ‘They 


handed out recipe booklets featuring 


THE PRODUCT: A popular soy sauce 
in Japan since 1630, Kikko-Man has 
been marketed here since 1906. 
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ay, 


MOVING TIP FOR SALES MANAGERS: 
Mavflower “Personal Interest’ 
makes life easier for Personnel Transfers 


@ Mayflower Service has been especially planned to remove work and 
worry from long-distance moving. A trained Mayflower representative 
goes to the home of the family you are moving with a complete picture 
story of the service, showing how everything will be cared for. He will 
plan specialized attention for each piece that requires it, and make 
arrangements for everything the family wishes done. He will answer 
all questions ... put their minds at ease... and leave helpful moving 
day aids for their use. Yes, you can depend on your Mayflower repre 
sentative to take personal interest in the convenience and satisfaction 


of the families you move. 


AERO MAYFLOWER TRANSIT COMPANY, INC.+ INDIANAPOLIS 


AERO 


yflowerg) 


NATION-WIDE 
FURNITURE MOVERS 


Pepe ale 7 ‘ ‘ 
CG (ntticd Cnide lon Uhancl ate a MOE 


down to earth dishes like meat loat 
ADVERTISE IN scrambled eggs or kidney beans, and 


exotic ones, ‘| hese booklets, printed 


a by the millions tor the promotion 
also were offered in Kikko-Man news 
. paper and television advertising and 


given with purchases of each bottle 


Mo. Seb a Settac of the product. 
4 2 of 


Roanoke — pacesetter for BUSINESS In many stores the ‘Theobald sales 

organization arranged additional dis 
GROWTH the past ten years — plays in the markets’ meat depart 
now growing even faster! ments. One way in which the meat 


manager's interest was caught is note 


GE's work force zooms from 400 . - » , » 
i SANE Uteecentin’s cara. aeauaah worthy: All meats used in the sam 
woodworking plants expand 


“ ’ pling and demonstration were bought 
ayon modernizes, too.) . 
Consider es ati, he at full retail price from the butche: 
orto estermn begins 
these 1957 $64,500,000 capital program in that store. A spot display on the 


th 1! f ' 
WES Gr MERUTECUNND BEING CONS meat counter, arranged for at th 
facts ° in Roanoke - 
. 


' . » > atte 

Two new multi-million dollar retail fg j z } Same time, often got more attention 
IT $44 . . 

stores downtown — two multi-mil Z than one in the grocery section. Grood 

lion dollar shopping centers under 4 | 


way! will for the product and the pro 
| moting company also was won 
through purchases of materials in the 


Result: Your product moves in Roanoke because the 
* Roanoke market is on the move! market staging the demonstration. 


saat yg key market in western Virginia | Display Loaned 


is covered exclusively by the 
In some of the largest stores pa 


| tronized by a sophisticated clientele 
. the demonstration took on elaborate 


proportions. Pacific “Trading Co. had 


a special demonstration unit made 


For full information write Saw yer+Ferguson> Walker Co., National Representatives at a cost of about $1,000—featuring 


the shoji screen type of construction 


with picture boxes, color transparen 


BATTLE CREEK IS AN IMPORTANT PART =| ish [sx 


up by bamboos; the demon 


OF OUR MICHIGAN SALES TERRITORY” craseaned with the. Sibir 


trademark. This unit (like all of the 


promotion material, designed by the 
advertising agency) was lent to the 
stores for the agreed-on promotion 
says Russell J. Smith . ; 
: period 
Grand Rapids Food Broker Although Kikko-Man was on 
limited budget during the test pe 
riod, some rather sensational adver 
tising was obtained. An example: 
‘ | l s , t é 
Food sales in the Battle Kikko Man was tied in to last No 
| ember’s election returns for a. six 
Creek metropolitan area 
' hour period of participation (KPIX 
total some %$4 . ; 
/ ' rv, 6 te iz p.m. Nov. 6). Here 
yearly It's a dependable, 
; } again demonstration was the high 
growing market and an im aR re ee” 
| light, featuring “live” preparation of 
portant part of our sales ws = I I yy 
. menu items and hors d'oeuvres which 
territory. Battle Creek is al 
, were served, on camera, to the com 
ways included in our sales 
’ mentators and technicians responsib! 
rom ion plan ang We a 
i pe tor the election night program. 
ways ask our principals te og - 
Jumbo telegrams sent to every gro 
hedule advertising in the ; : 
ae : cer in Northern California urged tie 

nquirer and News , 

Sy n with the TV show. Markets taking 
on the product and tying in with the 
introductory program as a whole were 

, ‘ al . riven the benefit articips 

Sell This $40,000,000 Food Market with Advertising in . . . re ~ Ah ar Sagacity 

: a cooperative advertising arrange 

- U . . TO ment. Chain groups and individual 

4 AND 1 ¥ _ 7 - 

MICHIGAN } ENQ IRER NEW S stores where Kikko-Man could be 

( ~~ Member of Federated Publications bought were named or listed, forth 

Cereal Food ) REPRESENTED NATIONALLY BY coming demonstration events publi 
Capital of the World i SAW VER-FERGUSON-WALKER COMPANY 


cized throughout the communities the 
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stores served. Food store heads were 
kept posted on the advertising sched- 
ules by telegram or letter, in addi 
tion to direct contact by salesmen. 
hey were urged to take full ad 
vantage of the Kikko-Man campaign. 
In appraising results, several facts 
must be considered: at the start of 
the campaign the product was almost 
unknown to both trade and general 
public. It is higher priced than items 
of a competitive nature. The initial 
promotion budget was modest. Dur 
ing this test the package label had not 
been changed, so the advertising and 
demonstration had to do the job of 
stopping the prospective buyer. 


1,400°%> Gain 


When the promotion began in the 
spring of 1956 the total volume of 
sales was less than 100 cases a month. 
Within a few months sales had 
jumped to 1,000 cases a month of the 
large 12-ounce bottle. By the end of 
the year the volume exceeded 1,500 
Cases a month. 

Reports from individual markets 
showed that they easily sold between 
20 and 30 cases during a two- o1 
three-day week end. ‘Iwo points are 
stressed by Ray Theobald and Jozo 
Sugihara: (1) Sales showed no evi 
dence of leveling off; (2) grocers 
apparently did not lose out on the 
sales of competing products. 

Theobald comments: “Since in 
most cases the sales of items in a 
similar category have not been dras 
tically disturbed, we can only con 
clude that food retailers have been 
given a new item which will bring 
them additional volume.” 

Distribution of the sauce in North 
ern California after six months from 
the start of the promotion covered 
stores that account for better thar 
75% of the retail food volume of the 
area, 

Compare these results with th 
findings of the market study that pre 
ceded the campaign, and it will be 
plain why the pilot program provide 
the pattern for opening new market 
areas across the country. ‘The first of 
these is Southern California, wher 
stores this month are starting to dis 
play the Kikko-Man bottle with the 
new label. Results of the Northern 
California introductory test program 
convinced all concerned that the way 
to win new users for this product was 
deliberately to deemphasize “soy” in 
the name and to play up the curiosity 
stimulating name “‘Kikko-Man” and 
the appetite whetting phrase ‘all pul 
pose seasoning ‘s 


The End 
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You sell your 
trademark when you 
give ZIPPO 


Zipp 


sumptuous gift for executives 


Barcroft 


Get hard-hitting frequency of impression for your trademark! 
Have it engraved in full, rich color on the satin-smooth surface 
of a Zippo as a business gift, or an incentive awerd for those 


in your firm. 


It means putting your mark of quality on a quality product! 
Zippos are so superbly built that they work easily anywhere 
always. Your customers will use them constantly indoors and 
out—on all business and social occasions. And the older a Zippo 


gets, the more its owner will cherish it! 


That means long, long mileage for your gift. at very modest 
investment. Each time a Zippo flashes into flame — 20 WO OO 
times a day — your products and services will be remembered! Send 


' 
the « oupon now! 


ZIPPO MANUFACTURING COMPANY, BRADFORD, PA 


In Canada Zippo Manutacturing ( 


Canada Ltd, Niagara Falls, Ont 


Genuine Zippo Fluid and Flints 


ie 


ee ee ee ee ee ee 


make all lighters work better 


| ZIPPO MANUFACTURING CO. ! 
| Dept. W-93, Bradford, Po. ! 
I i 
1 Please give me full information about busine gilt Zippo prices in large or I 
| mall quantities, time of delivery opportunity to use color, and the help your t 
| design department will give us in makin t beautiful and distinetive gift 4 
i i 
i Vame ! 
1 1 
! Address i 
i 1 
i Firm | 
his deed asamp ti eb ee aa oe ea aes ee 


What's Your Prospect Afraid Of? 


Get the answer, and you'll be more effective in your sell- 


ing. Negative psychological factors are a part of every 


selling situation—just because buyers are human beings. 


ae | ile ill the head-on 
necting or two opposing 10 es one 
| ] forward the other resisting 
\ wd salesman knows it is just a 
important to redu ( ( tance a if 

to increase pre ri 

It oO hal to think of re tance 

h con ete te ! i 

Yo price j out of line with 
oOmpetition 

We don't want ft bate ource 

we re itished 

We buy tro \ Con 
pal heca ( thre ( I tine 
tomers of ou 

1 wonde now if we have give 
ithcient attention to resistance that 
i M out of nevative psycholog il 
facto chat ¢ t to some degree in 
he mind of all | ( imply be 
i f bu { ire h nati be nes lo 
ealize that these attitudes and emo 
ms eXIst ind ft nderstand some 
thing of the nature—is certain to 
help any salesman improve his ratio 
ol iles to ills 

What are the nevative torces that 


in be anti ipated in most buye 


First, we have the buyer's fear of 


strangers. [he buyer has an instin 
tive tear of the man coming in tron 
the outside. It is a gene! il fear of 
ymebody he doesn't know. It is an 
nstinctive reaction It may come trom 
tr } ] act her the frangve 
oul 1Da pa when lie strange! 
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By IRVING J. ROSENBLOOM 


Irving J. Rosenbloom & Associates, Inc. 


danye Any 


o overcome this fear on the 


neat good salesman 
b 


trie ’ 


buyer part by obtaining recom 
nendations from mutual friends, by 
mentioning customers ol! 


knows, by 


names ot! 
friends whom the buyer 
establishing himself as being with a 
dependable reputable company It is 
important to recognize that this in 
tinctive fear always exists, and then 
cautiously with positive sell 
ng until the fear of strangers ha 
een quieted down 

The second negative factor is pos- 
sible resentment of you as a person- 
ality. ‘his may not have anything to 
do with your particular shortcomings 
Short men dislike 


(onservative men may re 


or you! personality 
tall men 
ent a prosperous, neat appearance \ 
sloppy man may resent a neat appeal 
ince because it is a reflection on him 
lhe working man may resent a white 
ollar man. In other words. before 
ou an est iblish your good points as 


a person, you start in the red with 


certain handicaps that have to be 
overcome This you should know, 
j 


ind, of course, you should make every 
etiort to overcome them as quik kly as 


possible 


The third negative factor is the 
salesman's — challenge to the 
judgment of the buyer. If a buyer is 


using the same or a similar product 
by even attempting to sell him, the 
salesman is implying that he has made 


a mistake in the past. By attempting 


to switch him to a new company or a 
new product, the salesman is in effect 
saying that the company the prospect 
is purchasing from now is wrong. If 
the salesman is showing him some 
underlying 
implication that if he doesn’t purchase 
he is making a mistake. The alert 
salesman who knows this implication 


thing new, there is an 


exists anticipates it He may phrase 


his approach: “I know you are always 
ws “Your 


product is noted for its efhciency, and 


interested in new... Ol 


here is something that may help 
improve it.” In making a sale the 


salesman is not attempting to win a 
debate. He is trying to persu ide some 
body to do something that is for his 
good as well as his own. In every way 
possible he should try to soften any 
inderlying reflections on the abilities, 
judgment, experience or knowledge of 
the buyer. 


The fourth negative factor is the 
underlying need the buyer has for 
establishing his own ego. Here's 
where there arises the need for good 
timing. Should the salesman establish 
his own personality first to overcome 
the prospect’s fears or should he per 
mit the prospect to establish his per 


SALES MANAGEMENT 


How to keep from spendin 
too much on advertising 


Is it possible to over-advertise? 


It is indeed, and the consequences are at best expen- 


sive and at worst fatal. (What happened to Hadacol?) 


Right now many companies are asking themselves 
and their agencies how much they should be spending 
on advertising. As in all years, the answers may be 
none too satisfying to managements used to thinking 


in tangibles and near-absolutes. 


At the same time the old, somewhat tired contest 
will be going on between the advertising people trying 
to get bigger budgets and managements trying to 
hold them down. 


We've more or less resigned from that competition. 


We’ ve come to the conclusion that among the dietary 
ailments of advertising, malnutrition is more common 
than starvation and far more frequent than over- 
indulgence. In most cases, how advertising dollars shall 
be spent is worth more argument than how many to 
spend if available dollars are well spent, more 


dollars will be available. (Or, / the lunch ts good, 


sooner or later the customer will try the dinner.) 

So if the client says a program we propose costs too 
much money, we give him all the reasons why we pre- 
pared it as it is—to meet the sales objectives he set up. 
If he’s still unconvinced we step down, without trip- 
ping, if possible. We then suggest a reappraisal of ob- 
jec tives, and then tailor the advertising budget to fit. 
(In other words, plant fewer acres, but don’t cut the 
yteld per acre.) 

But we seldom reach this point anymore, because we 
rarely submit a budget the client thinks is wasteful or 
excessive. We avoid this annual unpleasantness in these 
ways: 

One: We set out to deliver more advertising im- 


pressions per dollar than his competitor is getting, 
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\) 
and we make result comparisons a part of our job, 


s 

Two: Never make a pr¢posal without being able to 
document out reasons, and what each part of the pro- 
gram is expected to accomplish 

Three: Never play gangs with a budget; never set 
up straw-men on the theory that management is going 
to cut something out. If it’s in, we believe it belongs in. 

Four, and most important: We make our people say 
over and over again 

“Would I spend the money tf 1 owned the company?” 

If the answel! is “ves”, and our people really believe 


it, the client usually does, too. 


Mareteller, Kickard, 
G ebhardt mikK<ood, Inc. 


ADVERTISING 


NEW YORK * CHICAGO * PITTSBURGH 
APFILIATES 
PUBLIC RELATIONS * BURSON-MARSTELLER ASSOCIATES, INC, 


MARKETING COUNSEL * MARSTELLER RESEARCH, INC 


Household goods, office equipment and 
exhibits—no matter how delicate and 
valuable—are safe in the hands of the 
Wheaton organization. 
Each step planned and executed by an 
efficient team functioning asa single unit 
FREE Moving Day Kit 
—full of helps, labels, address cards, 
~~ to all personnel transfers, 
Call your loca! 
Wheaton Agent (500 


Agents — all principal 
cities) or write to: 


Wheaton 


Van Lutes Yot 


f 


4d 


LONG DISTANCE MOVING 
‘the safest distance between two points’ 
Western affiliate: 

LYON VAN LINES, Inc. 


Los Angeles, California 


‘NEVADA 


CONFIDENTIAL 


Preliminary estimates—Nevada's 1956 
retail sales soar past $400-million 
mark, top 1955 by more than 10 per 
cent and 1954 by one-fourth, Las 
Vegas (Clark County) 1956 retail 
sales pass $140 million top 1955 by 
10 per cent and 1954 by one-fourth 
Reno (Washoe County) 1956 retail 
sales pass $130-million top 1955 by 
more than 10 per cent and 1954 by 
one-fourth This is the uniform and 
uninterrupted pattern of economic 
growth that has skyrocketed Nevada 
and its two great metropolitan areas 
into marketing prominence as the 
fastest highest 
quality sales arena. Sure makes ad 


nations growing 


vertising in Nevada a_ profitable 


project! 


For detailed information on Nevada 
markets see your nearest Western 
Dailies or John E. Pearson Co. office 
or write one of these basic Nevada 
advertising buys 


LAS VEGAS 


REVIEW-JOURNAL © KORK-AM 
KLRJ-TV from HENDERSON 


KOLO-.TV @® KOLO-AM 


ELY 


TIMES 


56 


"Advertising is Selling” 


so says Irving J. Rosenbloom, who 
feels that personal salesmanship and adver- 
tising are two aspects of the same process. 
“Advertising that doesn’t sell something,” 
says the man who heads his own ad agency 
in Chicago, “and sell it directly and trace- 
ably belongs to another world from mine! 
For seven years he was assistant to E. T. 
Gundlach, author of “Facts and Fetishes in 
Advertising.” Rosenbloom has been in ad- 
vertising since he graduated from Harvard 
“too many years ago.” He handled the intro- 
duction of first low-cost power tools and the 
first 16mm. sound motion picture projectors 
in this country. 


ad 


onality first? Most salesmen err on 
the side of thinking of themselves or 


| first. Many a salesman 


wir sto 
epyins pouring out his sales talk to a 
ustomer-to-be who is not even listen 
ing because he teels that the salesman 
doesn't know to whom he is talking. 
Recently a friend of mine approached 
i prospect for a first interview. | 
noticed that he skilfully guided the 
onversation along channels that en 
couraged the prospect to talk for one 
full hour about Ais business, his suc 
cess, his family problems, his position 
in the industry—and it was only when 
the prospect had firmly established his 
position and his personality, that my 
friend began his sales talk. The pros 
pect listened then because he realized 
the salesman knew to whom he was 
talking 
Benjamin Franklin in his auto 
biography expresses this same point in 
another way. He says that when we 
are trying to influence somebody that 
we make certain that we frst give 
him Ais opportunity to express his 
point of view completely. Then, to 
make doubly sure that he understands 
that we understand his position and 
that we have listened to what he has 
said, we should summarize his views 
Many good salesmen by employing 
this psychology permit a prospect to 
sell himself. ‘This takes considerable 
tact, skill and patience. “The main 
point here is that by permitting the 
other person to state his point of view 
ind to express his personality, you 
build up an acceptance for your story 
an attitude of willingness to listen 


to what you have to Say. 


The next fear that hinders sales 
is the fear the prospective buyer has 
of making a decision. Making any de 
cision involves accepting a respons! 
bility It 


which may lead to future criticism or 


means doing something 


loss. ‘The man whose livelihood, fu 


ture, social standing, depends on his 
making a correct buying decision has 
an inner tear ot making a decision. 
Then again, there are some people 
who are so frustrated by conflicts and 
doubts that they find it psychologically 
dificult to make a decision. ‘Vo over 
come indecision, sales techniques have 
been devised in which “yes” and “no” 
questions are avoided in the early 
steps. The buyer is encouraged to 
make a decision without realizing that 
he is making a final decision. Some- 
times the brutal, abrupt asking for 
the order is used to cut the Gordian 
knot of indecision. Or, as is more 
common, preliminary decisions are 
achieved that lead gradually into the 
final decision. 


The sixth negative is the ego 
of the prospect to communicate wit 
the salesman. It’s bad enough when a 
salesman cannot communicate effec 
tively—but when he meets an in 
articulate prospect, that is tough! ‘The 
most difficult sales call to make is 
the one where the prospect refuses to 
make any comments or ask any ques 
tions. Perhaps in this case the tech 
nique of starting a fight would be a 
good one. One of the most successful 
salesmen I know used a dangerous 
and radical technique. He would start 
a fight with a prospect at the very 
first opportunity. He would do this 
deliberately, so that in the making-up 
process, an emotional rapport was es 
tablished. This method is not recom 
mended for general use. A well 
known book salesman used to hurl 
his hat across the room during the 
middle of a sales call in order to 
generate high emotional feeling by a 
reaction to his obvious anger, and then 
on the basis of the emotional contact, 
swing into very effective sales closing. 
I recall another amusing case of a 
salesman who was called upon to sub 
mit a proposal to two brothers who 
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( thre i re lafiona 
sines (ine 1 the brothers was 
( ous and patient 1 an in and 

' 1 

t of the room all during the presen 
tafilor Il he othe brother remained 
d ilring the entire nte ew, When 
+} | tat t ] 
ne ues presentation Was completed 


the salesman asked the brother who 

iad remained What do you think 

if this propo il? I he emaining 

brother sat ip wit i irt and said 

Qh, I didn’t hear it; | had my hear 
aid turned oft 


sometimes a Duye puts up a tront 
r uncon nicative that must be 
penetrated betore i sales talk can 
even begin. No sale can be consun 


mated unless there s communication 


vetween the salesmar ind the buyer 


| recall an odd ise of an uncon 

inicative b ( \ iles nanave 
Wa naking i presentation to the 
ead of a large da 1 an Indiana 
wi | i¢ presentation was appealing 
ind competently made Dut to some 


eason didnt seem to get through to 


the buvye At the conclusion the sales 
anage! n exasperation isked the 
buve [Jo you understand what I’m 
talking about? Lhe b ( inswered 
Frank] | haven't been listening 
Yesterday I shot a par /Z to the first 
time it I Te I he ales Manage 
nmed itely switche to a discussion 
ol golt arranged to { golt yaine the 
following week and got the ordet 
without ask ,r 0 t 


The seventh fear that lurks in the 
mind of all buyers is the fear of 
hurting a present source. | heoretical 


! ] 
il] hould he Cave I) LOOK 
to new products, dette qualit 
1 bette ilue. But buye have 
, 
ri tabl he 1 friend Mit Lo 1O sh) Ol 
| , 
CONSCIOUS! the rec nde obliga 
on to the present ou r \ buve 
iv therefore esent vo ipproach 
i n pproi 
ad tf if Deca ‘ i¢ loesnt want 
>| t a triend. He does not want to 
' , ' 
we himself’ in the est ition ot h 
esent so ( Lovalt omething 
it eve ile ! i on hi 
! 
nih eaimtaienneie. a esirable trait 
\f the ime f ri t be 1 oy 
Zed as a dennite nderiying negative {| 
tor th in) flue the prospect 
to ( ile ip] L here ine 
if Wa t ounte f th lacto 
| r OO ile pre sho ld 


Nevat c factors t if ilect Sale 
| ¢ ff COMPANY, INC. 


e too often ignored. It is not always 
¢} rT, ’ 


possible to eliminate them. But 1 NA TIONA L MAORRIS 


hould be obvious that a knowledge 
- ; : FOLDING BO x PAPER MILLS 
or negatives and a thorougn attemp 
, I OIiVvision Division 

to eliminate them is ist aS important 
7 the pos ‘ , asnects of § sles mak ng @aLee Orricas NEW YORK WY CHICAG nNtw AVEN ANDO VERSAILLES CONM BOGOTA Ws BOSTON 
i } ‘ ied ANO PALMER. MASS CLEVELAND ANDO STEUBENY e¢ PHILAGELFPHIA AND PITTSBURGH, Pa MARION. int 

Finally, this evaluation of negatives 
} P ‘ +} | re.eine on PLanre eoeota ww 4 NEw MAYEN 4H venee ee conn FALMER wae ere@ventny . 
in nave a Positive ette on I€ Sales on FITTORURGH FA. MORRIE ‘ wan w 1m PAPER GOARG mine COGOTA mH 4, KEW Haven 
MONTVILLE ANG VERA «8 CONM, MORRIS nee 7A. STEVOENVILLE “ « A “eo 
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man. lf a sale is missed, the salesman, 
instead of feeling defeated, frustrated 
or let down, can now ask ‘What 
negative factor in the buyer's mind 
did | overlook?” ‘This is illustrated 
by one of our own recent selling ex- 
periences. In this instance we were 
oliciting a large advertising account 
to whom we had been strongly recom 
mended by one of our most successful 
clients. Because we had a tested plan 
to offer this prospect, we threw every 
thing we had at him. We explained 
our unusual experience in direct-action 
advertising. We showed him results 


of a unique series of comprehension 


tests we had made. We obtained a 
installation story on _ his 
products from another one of our 
clients. We submitted definite con 
structive proposals for increasing the 
effectiveness of his advertising. We 
told him in detail the ‘success stories” 
of a number of our accounts. We kept 
after this prospect persistently and 
explained that as a good salesman he 
appreciated the need tor aggressive 
follow-through. He agreed. He liked 
everything we showed him. He told 
us that. But he did not give us his 


dramati 


account, 
Qur group held a number of meet 


WORCESTER’S Growth is 


still on the rise 


has shown a 


3.3% 


LINAGE 
INCREASE 


1956 vs. 1955 


Feature Parade, the Sun 
day Telegram Magazine 
Supplement, has carried 
301,968 lines of adver 
tising for the year 1956 

a gain of 105,032 over 
the year 1955 The circu 


And WORCESTER’S OWN LOCALLY 
Edited SUNDAY SUPPLEMENT 


Worcester Sunday Telegram 


FEATURE PARADE 


 PEATURE i 


renceeee } 


PARADE 


lation of 106,881* offers 
you strong local impact 


on the Metropolitan Wor 


cester County Market 


58 


Audit Dec j 195¢€ 


The Worcester 


TELEGRAM ano GAZETTE 


WORCESTER, MASSACHUSETTS 


Howord M. Booth, Publisher 


MOLONEY, REGAN & SCHMITT, Inc, 


National Representatives 


ings to discuss our failure to sell this 
account. We went over every positive 
step we had taken and were unani- 
mous that we had not overlooked any 
thing. Then we began to analyze the 
negatives. Had we talked too much 
and used poor timing? Perhaps, but 
unlikely, because he never dodged an 
appointment and gave us all the time 
Was loyalty 
agency a deterring factor? 
‘That was doubtful because we knew 
that he was anxious to make a change 
it he could be so convinced. Had we 
failed to inspire confidence in out 
statements and abilities? Perhaps, but 
we had come to him through an 
unsolicited recommendation from a 
client in a related field, a recom 
mendation that was one of the strong 
est I had ever read. Did the prospect 
dislike 
of a number of reasons? Possibly, but 
unlikely because even after he notified 
us that he was not changing, he main 
tained pleasant contacts with us. 

Then what was the negative, if 
any, that was blocking us? 

We found out two years later. At 
that time, because of some new ad 
vertising techniques we had devel- 
oped, the account came to us volun 
tarily. Shortly afterward, the client 
told a mutual friend: “I would have 
gone to those boys two years ago, but 
they frightened me away with their 
success stories. Not that I doubted 
them, but I was afraid that they 
would use details of their experiences 
with me in selling other accounts, and 
I want my stuff kept confidential.’ 


we requested, to his 


present 


is as personalities for any one 


Facts All Cleared 


We had not revealed any confi 
dential information in our solicitation. 
very fact we related had_ been 
cleared with our clients. But ou: 
prospect thought we were giving out 
“inside dope.” Our communication 
with him was faulty. We had failed 
to make clear that we respected the 
confidences of our clients, that we 
had been the repository for years for 
considerable information of a highly 
confidential nature and had never 
We had 
not removed the fear of strangers. 
We had not built up ourselves as 
trustworthy personalities. We had 
accentuated the positives but we had 
not eliminated the negative. 

This brief summary of some of the 
psychological aspects of selling reveals 
how fascinating selling can be. Most 
of us are afraid of a fight but once 
we are in it we enjoy it. There is 
adventure and challenge in taking on 
sales battles when we appreciate that 
they are conflicts of psychological fac- 
tors. The End 


leaked out any top secrets. 
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SPECTACULAR’ SALES POWER! 
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“Spectacular” is the word for this giant 3-dimension treatment of ae 
the Reynolds Wrap Aluminum Packaging Seal—pictured above. 
But the small Seals on packages are no less spectacular in 

their cumulative effect ...moving endlessly from market shelves 
into America’s homes, selling every minute, their numbers 
mounting swiftly. 


And no less powerful, if not spectacular, is the continuous 
promotion of the Seal by weekly network TV, 4-color 
national magazine advertising, striking indoor displays. The 
score of advertising impressions rises into the billions! 


It all builds up, steadily, the value of this selling tool for 
every packaged product that needs protection. Let this 
tool work for you. Call the nearest Reynolds Sales 

office, or write to Reynolds Metals Company, 
General Sales Office, Louisville 1, Ky. 


See “CIRCUS BOY”, Reynolds dramatic adventure series, 
Sundays, NBC-TV Network. 


D.. oer 


WORTH WRITING FOR... High school girls—three and one 


third million girls, ages 14 through 
17—spend $627,636,690 on their fall 
wardrobes, or six times as much as 
the college freshman market alone. 

j . . The college freshman 272,000 
Office Equipment Dealers outside home city ; charge accounts as strong — al bring $98,355,200 
regular part ot business ; delivery : 


worth of wearing apparel to school 


A study of their buying 5 ' 
; r buying plans, cov truck ownership; truck rentals; make ; we 

ering size, volume and some aspects of ; e re FA r with them in the fall. In addition, 
( Cars used, 2 cop B je . t 

their sales techniques. It lists brands ; ‘eo C = 'B . "Py they will buy $6,990,400 worth of 
ort, A survey < uying F ee ; 

of the following equipment which A a _— goods for fun and work (typewriters, 

K I Conducted Among Office Equipment nl r 
they sell: ty pewriters, calculators "9 . ; radios, pens, etc.) and $10,118,400 
Dealers,” may be obtained from Her- ae ( 

adding machines, duplicators, cash C’ Ss Direct Ad worth of room furnishings (towels, 
nan C, Sturm, Director of Adve aes 

registers, photocopiers, check protec : . Saeyre! sheets, blankets, etc.) for their first 

I tising, Nation's Business, 711 Third ot ¢ 
tors dit fating mae hines safes, ad A ve New Y rk 17.N Y college year. Copies ot the two re 
os e 0 /, ; ° wt) : . 
dressing machines, desks, pencils ports, The Back-to-High-School 
chairs, filing cabinets, shelving, cat Market” and “The College Freshman 


bon paper ofhe c Stationery t\ ’ Story” are available from Aaron 

P pe . . ' ‘ availal 

writer ribbon. Data include number A $¥%-Billion Market Cohen, Research Director, Seventeen, 
488 Madison Ave., New York 22 


of employes each dealer has, including ‘Two reports of surveys conducted =)" 
owners and ofhcers; annual sales vol by Eugene Gilbert & Co. reveal that N.Y. 
ume; number of outside salesmen: high school girls and college fresh 
percentage of sales made by telephone men spent a combined total of $725,- TV 
i 5/25, ° 
and by personal calls; area covered by 991,890 on apparel alone during a Brand Purchasing via 
alesmen; percentage of sales made 60-day fall buying period in 1956. This study conducted by Advertest 


Inc., for ABC Television Network, 
examines the use of certain key house 
hold products and brands within 
product categories; examines the ac 
tivity by television program for the 
entire household and the individual 
members of the family, and deter 
mines the relationship between pro 
gram viewing and the usage of 
brands advertised on these programs 
by regular viewing vs. non-viewing 
households. It offers “impact” data 
that adds to the circulation material 
available through the rating services. 
‘The cities studied were Boston, Dal 
las-F't. Worth, Detroit, Kansas City, 
Philadelphia and San Francisco. For 
a copy of “A Study of Products and 
Programs,” write to Donald W. 
Coyle, Director of Research and 
Sales Development, ABC ‘Television 
Network, American Broadcasting 
Company, 7 W. 66th St., New York 
23, N. Y. 


Youth Newspaper Readership 


Report of what newspapers are do 
ing to encourage teen-agers to read 
newspapers, It details instructions 
for carrying out more than 150 ideas 
now being used successfully by 53 
American newspapers to create, build 
and maintain readership among young 
readers. Ideas in these categories are 


included: current events; youth fea 


| 
What jum! | | 
ata premium. PREMIUM SALES DEPT. 8-53 tures, pages, columns; school partici 
The fun and excitement of taking a picture 4 POLAROID CORP., CAMBRIDGE 39, MASS } pations ; in plant sery ic ~ scholar- 
one minute and seeing it the next has made |! Please send me information, prices, and case histories hi 
. f , ships ar awards; "sts ; >. 
the Polaroid® Land Camera one of the world’s | on the Polaroid Land Camera used as a premium i ind awards; contes A, supple 
dps sy er es ments and use of other media. Copies 
Used as an incentive for ilesmen and di ' ot st ] een Scene F ($1.65 each) may 
sale ' . ’ , 
ye say : i dealer loader, as an award fos , COMPANY be ordered from (¢ larence W ° Hard 
display placement, as a consumer contest 4 ine Tat; ‘ if ) : 
i one A Spa 
prize the Polaroid Land Camera really gets | 4008855 Ing, Nati ms al Newspaper I romotion 
action! Top companies have used this camera Association Director, South Bend 
as 4 premium with tremendous success i _ POLAR we pate &, MA | Tribune, South Bend 26, Ind. 
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‘Tools for Selling: 


Whether you are a Coca-Cola, an Eastman Kodak or a U. S. 
Steel, you are involved in the battle for point-of-purchase 
display space. What makes one fail where another succeeds? 


William Edward Robinson, presi 
dent, ‘he Coca-Cola Co., will spend 
some part of today in the field. While 
he is cut, he fully expects to be both 
ered by his usual experience of “spots 


| Jespite this, Rob 


inson is incessantly on the road and 


before the eyes,” 


prefers it to handling administrative 
detail. He likes to consider as a field 
trip even the short walk from his 
New York City apartment to the 
firm’s 515 Madison Avenue office. 
The “spots” that excite Robinson 
rather than troubling him are the 
high - traffic 
stores and outdoors he notices are 
unmarked by Coke's red dis 
mark. Increasing the number of put 


thousands — of spots in 


trade 


chase points is now the most pressing 
marketing requirement of this com 
pany whose $80-million-cash reserves 
indicate that anything it lacks should 
not be for want of money. 

The 5,000 national brands of some 
3,000 consumer product manufactur 
ers are seen by Robinson as direct and 
indirect competition for use of the 
as he likes to 
call good locations. He estimates that 
billion. will be 


nationally on sales promotional dis 


best “points of profit 


this vear $1 spent 
play pieces. 

Ithough some retailers act as petty 
rental agents in apportioning their 
display Space, If Is \ ital to the volume 
of all concerned that p.o.p. materials 
have more to recommend thein than 
the generosity of a supplier's promo 
tional allowance. If there is a success 
secret in placing display materials, it 
lies in remembering that the retailer 
restaurant operator and vending ma 
chine concessionaire are in relentles 
Here are some of 


the ways in which Coca-Cola and 


pursuit of sales 
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How to Get Retailers 
To Say “Yes” 
To P-O-P 


other manufacturers win the retail 
er’s nod for their product promotional 
pieces by offering him aids that are 
engineered to be decisive factors at 


the « ruc ial p-O-p: 


1. Before shopping among the more 
than 200 U.S. firms now producing 
merchandising pieces out of paper 
foil, plastic, wire, glass and some 60 


other materials, certain basic deci 


SIO should be made 


PERFECTLY PROPORTIONED plas 
tic-mold giant tops six- and twelve 
bottle cartons on corrugated -trays. 


How big is the budget ? Coca-Cola 
and its 11,000 independent bottlers »6 
will spend in the neighborhood of $8 
million on aids this year. This is U2 
roughly one quarter of the over-all (D 
1957 advertising budget of which C) 
Coke and the bottlers each put up one ct 
halt. Major areas of expenditure are 
blocked out by the finance committee ; 
chaired by the man who discovered O 
Coca-Cola, Robert -s 
W oodruft chairman, (See 
“Corporate Close-up” Sates MAN 
AGEMENT, Feb, 1, 1957.) 

Their goal: A 1957 net income of 


as high as $32 


Robinson — for 


retired 


1 million compared to 
1956's $29.2 million is predicted for 
Coca-Cola by the brokerage house of 
| IF. Hutton & Co. 

How many promotional pieces are 
needed? Since Felix W. Coste, vice 
president and director of marketing 
knows that Coke and its bottlers have 
ome 15,000 salesmen calling on over 
’ million lt outlets, he can tell 
trom) previotls national averages the 
probable retailer demand for certain 
types of material. But his cal ulations 
are tar more detailed than this. “Al 
location in’ different bottlers’ terri 
tories depend on the tage of mat 
keting development, the acceptance ot 
our various bottle sizes and = carry 


and other marketing con 
localitie he 


home pack 
ditions in individual 


( xplain 


hould be a 


until all possible for 


2. Choosing a supplier 
flexible process 
mat savings have been considered that 
would not sacrifice the desired pro 
motional piece utilit 
Production economies investigated 
h ch diverse firms as Anheuses 


Busch, Inc., fe. I. duPont deNemour 


A campaign to whisk off uthedene - the | 
rotary Norelco electric shave was smoothly | 
presented in this handsome zipper binder. 
| Full color reprint, heat sealed on the vinyt | 

coated cover, a technical innovation . . . stimu- | 
| ‘ated interest for the “inside story.” Tab 

indexed pages told and sold the Norelco line ! 
to distributors and retailers. 

Call Sloves to help your salesmen sell ’ 
— for custom samples, Dept. SM-5 


'S LOVES 


| MECHANICAL BINDING CO. wee. | 
| 601 W. 26th ST., NEW YORK 1, AL 5-2552 ! 


“SLEEPER™ 
INCENTIVE AWARD 


The Midget Presto 
Fire Extinguisher 


If you're looking for an incentive award or 
wift that’s new, different, and highly re 
ponsive, take a look at the Midget Presto 
Fire Extinguisher. Widely appreciated be 
cause it's the first practical extinguisher 
for general use . » more than 3,000,000 
paim of 
so powerful, it snuffs out fires 


ilready sold 0 amall t fita the 
your hand 
more effectively than extinguishers several 
times ita price, size, and weight. Contains 
miracle new chemical (C.B.) developed dur 
ing World War II, You'll be surprised at 
the way Pr.eato catches on as an incentive 


ward for homes, businesses, factories, 
bouts farms, inatitutions, ete. Excellent 
for dealer and salesmen sales stimulant 
low priced in quantity, you can give it 


away or liquidate all or part of its cost 
Alrendy used by companies like General 
Motors, Morton Salt Company, Dow Chem- 
ical, others but still fresh, new, and 
not overworked. Send letterhead for facta 
and prices 


MERLITE INDUSTRIES, INC. 


(Presto Division) Desk P-124W 
114 E, 32nd St., New York 16, N. Y. 


& Co., Radio Corporation of Amer- 
ica, and Sinclair Refining Co., are 
listed by an executive of Dis-Play- 
Well, Inc., as follows: 

Is production adaptable to straight 
line assembly? Have elements been 
incorporated that require extra hand 
work without adding selling features? 
Have rough sketches really captured 
the sales philosophy to be embodied in 
the display? Is the wording crisp and 
clear? Is the message intensified by 
the art or does the illustration dis 
tract viewers through oversophistica 
tion or other features not likely to be 
appreciated by the majority of retail 
Are there any 


colors or die 


er and customers? 


money-wasting extra 


cuts ? 


3. In calling for bids, some display 
users request presentations from eight 
Paul Boochever 
vice-president in charge of the Dis 
Gibraltar Corrugated 
points out that this in- 


or 10 suppliers. S. 


play Division, 
Paper Co., 
volves high invisible costs. ‘The ex 
pense of a supplier’s unsuccessful pres 
entations is necessarily included in his 
overhead and thus added to _ his 
charges on orders he does receive. It 
is also a widespread practice for much 
of the initiative in display creation to 
be left to suppliers of promotional 
materials. Insofar as they work “cold” 
their hit and miss efforts to please 
the client can waste much time and 
money. 

Firms that may have been buying 
sales aids as if they were office sup 
plies would be well advised to request 
that consultants rather than order 
takers call on them. No display pro 
ducer 
tional pieces in all materials under 
his own roof. There are produc ers 
who tend to slant designs unwar 
rantedly to suit their own materials 
and methods. Others, with a more 
interest in client 
readily recommend adding to a corru 
gated base, for example, the special 
ized output of lithographers or ex 
vacuum formed plas 


is equipped to create promo 


genuine service, 


perts in foil 
tic. 


4. Promotional dovetailing of displays 
and other advertising media calls for 
exact planning if customer impres 
sions are to reinforce and not detract 
from each other. For example: In 
the interest of its reputation for low 
cost, Ford Motor Co. has long left 
buried its once famous campaign in 
which a liveried servant was shown 
telling a telephone caller, ‘““The fam- 
ily is out in the Ford.” 

In the steel industry, a thoroughly 
planned consumer promotion has been 
serving the interests of Roger Blough, 


United States Steel Corp. 
On the theme, “Shower the bride 
with gifts of steel,” kits were de- 
veloped with the aid of Batten, Bar 
ton, Durstine & Osborne, Inc. They 

included a plan book, posters, met 

chandise tags, streamers, radio com- 
and illustrative mats with 
suitable for newspaper, di 


chairman, 


mercials 
proofs SP: 
rect mail, or in-store advertising. 

It suited Blough’s purposes to have 
U.S. Steel’s name left off these sales 
aids in order that cooperating retail- 
ers, such as Sears, Roebuck & Co., 
might make the widest possible use of 
Since “Big Steel,” 


produces 20% 


the materials. 
U. od. 
all sheet steel used in the country, the 
direct returns have been gratifying 


1S nicknamed, ot 


5. Teamwork between the p.o.p. user 
and its agency or suppliers must be 
through from the time the 
campaign is being planned. Employ 
ing this principle, Ernest B. Beattie, 
president, Brown Vintners Co., has 
had great placing bar, 
counter and window displays that 
combine a bottle of any gin, whiskey 
or vodka with one of Brown Vint 
ners’ imported Noilly Prat vermouth. 
The theme, emphasized by hands mix 
“Don’t stir without 


( arried 


success in 


ing a cocktail: 
Noilly Prat.” 
This willingness to team up with 
other suppliers is a_ reflection of 
Beattie’s gift for harnessing many 
small promotional elements within his 
company’s financial reach into strong- 
ly coordinated campaigns. The serv 
Arno are cur- 
rently being enlisted in the ‘Don’t 
stir without...’ campaign. A series 
of his humorous sketches debunks the 
squirt of 


ices of cartoonist Peter 


prevalent opinion that a 
vermouth from an 
prescribed measurement for a shaker 
full of cocktails. Besides appearing 
as advertisements in The New York 

The New York Times Magazine, 
Sports Illustrated, Gourmet, Holi 
day, and Esquire, the drawings have 


atomizer is the 


been made up as playing-card size 


conversation Incorporating 
gold charms and squares for checking 
preferred cocktail 
proportions, the miniature material i 
also suitable for giving to patrons to 
take home, thereby considerably ex- 
tending its influence. Full-color post 
cards, depicting bottles of both the 
sweet and dry product, carry this idea 
to its logical conclusion. 


pies cs. 


ingredients and 


‘Together with humorous recipe 
booklets and pressure-sensitive labels 
loudly defending Noilly Prat’s claim 
to more generous inclusion in cock- 
tails, these small items may be given 
away or displayed individually by the 
retailer or he may distribute packs of 
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them in 9x4” cardboard folders pro 
lo back up 


Jeattie supplies pour 


vided for the purpose. 
these materials, 
ng spots with glassware bearing 
Noilly Prat’s “Don’t stir . . .” mes- 
sage and a reproduction of the label 

A jumble bin keyed to the bot 
tle’'s new appearance by a 15-times 
larger blowup of the label completes 
the picture tor pac kage stores, 
Besides bottle, label 
and closure, Noilly Prat has even re- 
styled the product, 


lighter for 


redesigning 


making its color 
Americans who “judge 
martinis with the eye instead of the 


nalate 
palate, 


6. Display distribution for Eastman 
Kodak Co. has long been handled by 


t 


a national installation service, Dis 
Play-Well, Inc., New York City, de 
spite the fact that Kodak was itself a 
retailer until a recent fair trade rul 
ing forced separation of its store 
chain. ‘The giant Olin Mathieson 
Chemical Corp. and its E. R. Squibb 
Division are similarly serviced. In 
contrast to Coca-Cola’s policy of hav 
ing driver-salesmen place displays, 
Pepsi-Cola Co. and Mission Dry 
Corp. also rely on Dis-Play-Well, as 
do Gillette Safety Razor Co., Ad- 
miral Corp., Philco Corp., Lever 
Brothers Co., ‘The Procter & Gam 
ble Co., and other famous names. 


‘The advantage of having a speci 
fied number of windows installed in 
specified markets at a predetermined 
tee is pointed up by a story George 
Mosley, vice-president in charge of 
advertising and sales promotion, Sea 
zram-Distillers Co., tells on himself. 
“Some 16 years ago | received a tele 
phone call from the New York De 
partment of Sanitation,” he relates. 

It turned out that they were angry 
about having to remove 10 or 12 huge 
cases of our material 
from a certain address about once a 
month. ‘hat smartened me up pretty 


promotional 


quickly to give more consideration to 
how our distributors were handling 
display allocations.” Not only did 
Mosley proceed to make pennies go 
further by determining which mate 
rials most frequently wound up in the 
garbage, but he looked into questions 
such as these: 

Is the distributor or missionary 
p.o.p. materials over- 
ordering so as to impress the head 
ofice? Insofar as requisitioning dis 
plays is done on a factual basis, what 
is the source of the figures used? The 


who orders 


number of licensees in an area, a num- 
ber of whom may be nothing more 
than prospects ¢ ‘The number of actual 
customers? ‘The probable number 
who will accept displays, as revealed 
by previous averages? 
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In addition to making someone re 
sponsible for updating such data and 
seeing that the most efficient alloca 
tion policies are observed in all tes 
ritories, liquor firms have a special 
problem of keeping abreast of state 
regulations. Sol Rockoff, manager of 
Seagram’s Central Division, points 
out that mirrors, calendars and any 
p.o.p. materials with “utility” are 
forbidden to distillers by California 
law. In New York, company ot 
brand names must not appear on win 
dow display materials for package 
stores but are permitted in bar win 
dow displays. In less circumscribed 
fields, promotion departments often 
benefit from a similar file that covers 
types of sales aids certain retail chains 
will or will not accept and the size 
limitations of display space in differ 
ent store categories. 


7. Follow-up of displays to see that 
they are properly maintained and re 
placed is a much neglected area of 
p.o.p. merchandising, except where 
an installation service is charged with 
this responsibility. Often when one 
element in an expensive display is 
damaged the whole unit is junked. 
In many instances salvage of good 
parts would pay its way by permitting 


Projector, record-player, 
screen, record, films, lenses | 
and extension cord fit in a I 

luggage-styled briefcase 

| 


. ° NAME 
Lightweight, compact! 
j AOoRESS 
WRITE TODAY _y bery 
7 | simu 


DuKane Corporation, Dept. SMT-57 
St. Charies, illinois 


repair and reinstallation elsewhere of 
serviceable promotional pieces. 

Dirty or out-of-season displays can 
be positively damaging to a product 
Responsibility for removing displays 
in time cannot be placed on the re 
tailer who often does not notice a 
display’s deterioration or may have 
nothing with which to replace it. A 
continuing program of display main 
tenance should be based on field re 
search and not on arbitrary conclu 
sions, points out a Dis-Play-Well ex 
ecutive. In the p.o.p operations the 
firm conducts for its clients it assesses 
the life span of displays not simply on 
the durability of the materials, but on 
how long sales gains will be sustained 
Where applicable, additional facts are 
gathered on such questions as: 

Are sales gains made at the expense 
of neighboring stores that do not have 
the display, or is volume in_ these 
Are gains 
made at the expense of competitive 


products? What percentage of a dis 


stores increased as well? 


play’s volume-building influence is 
exerted on first-time customers and 
what proportion on faithful-brand 
Where should the line 
be drawn beyond which display cost 
makes sales gains unprofitable? 

The End 


supporters ? 


CAN HELP YOU 


SELL « TRAIN 


WITH THE NEW 
FULLY AUTOMATIC 


‘‘MICROMATIC”’ 


Sound Slidefilm Projector 


only DuKane gives you 


Redi-Wind tor 
AUTOMATIC REWIND 
and GAGE OF OPERATION 


| Write today for facts on the SELL & TRAIN help you can | 
get from the '‘Micromatic”’ 


STATE 


jee ee ee ee ee ee ee ee 


a 
w 


kill the 


“price resistance” 


dragon! 
put on this 


PREPARED 
SALES 
MEETING 


"Pride in Price” 


Here in one package is everything 
you need to stage a_ hard-hitting 
sales meeting at small cost and with 
extremely little preparation Dra 
matic film highlights create deep 
lasting impressions of successful sell 
Used by leading com 
Effective for 


ing methods 
panies the nation over 


ary type of business 


ALL FOR JUST $22.50 


COMPLETE TEXT — for step by ster 


quidanc . Contains instructions 
remarks which you may read o 


e improvise upon questionnaire 
that reveal ndividual selling 
Z t 


weaknesses, sales problems 
stimulate discussion, summarized 
highlights and send-home follow 
ip material 

STRIPFILM IIlustrates, with realist 


ice is always 
Demonstrates 


SOUND RECORDING — narration by 
Harlow Wilcox puts the message 
Cross early, forcefully, con 


ORDER NOW 


Send us your check for $22.50 now and 
save shipping costs (for we can bill 
you if you prefer) 1f material does 
not meet your need you may return it 
and pay only the small service charge 
of $10 bo to cover the cost of handling, 
plus postage both ways 


BETTER SELLING 
BUREAU ° 


6106 Santa Monica Boulevard 
Los Angeles 38, California 
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Sales Promotion 
idea File 


New Booklet Describes 
Yecr-Around Idea Center 


I he Advertising Cente: veal 
iround center tor exhibiting adver 
tising and sales promotional media 
materials, services and ideas, has just 


published a_ booklet describing how 


both exhibitors and visitors can take 


advantage of its 
copy ot this booklet, write to Henry 
(;. Burger, | 
Advertising Center, 285 
Ave., New York 17, N. Y. 

‘The Advertising Center opens ofh 
ially on May 20, and hundreds of 


sales building ideas and 


\l idison 


exciting 
nethods will be shown in three di 
mensions. Contents of the Center's 
exhibits will change constantly as 
suring a continuous flow of new 
items, Admission is tree, 

New Automatic Hand Viewer 
For 35mm. Slides 


Ihe first automatic hand-held slide 
called Ultramatic, has just 
been produced by Airequipt Mfg. Co 


the company that developed the auto 


icwet 


iat slide-change1 system for slide 
projectors. Twenty slides fit in a ciga 
rette-boy shaped magazine, and the 
alesman shows them = in the exact 
equence pres ribed by the sales Man 
ager by a simple push-pull action. Re 
markably efficient, yet inexpensive. For 
information, write to Wm. O'Meara 
\irequipt Mfg. Co 
Rochelle N.Y 


Sales \lanager 


0 Jones St., New 


) 


Cardboard Push-Outs 
Become Powerful Premium 


) 


Over 50,000 children sent in aT 
from just two plugs on CBS ‘Tele 
ision tora Mighty \louse premium 
Printed in full color and scored on 
a single sheet of card stock that 

” 


folded to fit an 814” x 11” 


the premium becomes 20 separate toys 


eny elope 


including balancing bear act, mask 
wallet with membership card, and au 
tographed picture of Mighty Mouse 


facilities. For a free 


xecutive Dire tor, i he 


BY LARRY SCHWARTZ 


President 
Wexton Advertising Agency 


optical illusion stunt, flying Mighty 
\Iouse, and other imaginative items 
just perfect Tor the youngsters, For 
t sample of this stimulating premium 
and information about a very creative 
premium and sales promotional sery 
ice, write to Harold Heyman, ‘The 
Harold Heyman Co., 421 Hudson 
St., New York 14, N. Y. 


What You Should Know 
About Testimonial Advertising 


The leading firm in the business 


of securing endorsements for ads 1s 
which offers an 
titled 


“The Revised Primer of ‘Testimonial 


endorsements, Ine., 
authoritative 20-page booklet 
\dvertising.” For your copy, write to 
Jules Alberti, Endorsements, Ine. 


65 East 55th St., New York 22, N. ¥ 


Tie-in Promotion Links 
Sportswear and Airline 


One of the most carefully planned 


and executed tie-ins we've SECT) is 
just breaking tor Marlboro ports 
wear and Eastern Air Lines. Called 
Happy Holidays,” it features recip 
rocal plugs in ads and_ point-of-pu: 
chase material, air-borne fashion 
show, slide film, clever direct mail 
publicity and sales aids. For details 
contact Harry Kohn, Jr. Merchan 
dise Manager and Sales Promotion 
Director, Marlboro, Baltimore | 
Nid. 


Telephone Answering Service 
Provides Vital Selling Help 


lelanserphone, Inc., grand-daddy 
of the telephone answering industry 
has come up with a unique new tele 
phone shopping service that should in 
terest all companies who want to make 
their national advertising more efh 
cient on the local level. It is called 
PHE COAST-TO-COAST TELI 

PHONE SHOPPER NETWORK 
and enables readers of national ads 
to call a local phone number, and get 


personalized information about the 
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THE UNITED STA 
TES PRINTING 
AND 
LITHOGRAPH COMPANY © EXECUTIVE OFFICE 
S$ * CINCINNA 
Tl 12, OHIO 


"Primary source of product news" 


say 27,685* industrial buying influences 


* Based on recent mail survey of N.E.D. readers. 39.6°% 
. ee ” ° et 
of the respondents answered “‘yes”’ to the question, “Is 
N.E.D. your primary trade publication source for prod- 
uct news?’’. This does not include the large number 
of respondents who answered: “one of the primary 


sources’’. 


This is one reason why reader action of N.E.D. is at 
an all-time high. 


Write for new booklet, ““What is Balance in a Product 
News Publication?’’, for complete survey results. 


NOW OVER 80,000 COPIES (‘Total Distribution) 


IN 43,000 INDUSTRIAL PLANTS... 
) \ew 
A opmenr © 


|) )IGEST BPA 
A | PENTON | Publication * Penton Bldg. *« Cleveland 13, Ohio 


product plus the names of the nearest 
dealers trom trained shopping coun 
selors. Result: readers are directed 


right to dealers without being 


switched to competitive brands, as so 
often happens when outlets are listed 
in ads today. It should mean more 


sales better salesmen ammunition 
better retail response and new outlets! 

kor further information, write to 
Alex H. Vogel, President, ‘Velanser 
phone, Inc., 224 East 38th St., New 


York, N. Ri 


Novel Calling Card Includes 
Check List and Reply Card 


Developed by my own company to 


take advantage of post-ofhce ruling 
that permits small-size reply card, a 
1-fold business card presents a helpful 
‘Total Marketing” check 
advertising-marketing cam 
standard 


17-point 
list of 
paign essentials, includes 
business card information, plus post 
age-free reply card. For 
write to me, Larry Schwartz, Wexton 
\dvertising Agency, 11 East 47th 
St., New York 17, N. } 


a sample, 


Distributor Boosts Sales b 
Providing Additional Services 


Levy & Fryer, Inc. 
distributor, has added 


leading toy 
valuable new 
lines and increased its sales sub 
tantially by offering a package serv 
ice to manufacturers. Service includes 
product planning, packaging, prepara 
promotional materials 


tion oT sales 


and advertising campaign. For an in 
teresting case history on this advanced 
write to Jerry 


200 Fifth 


approach to selling 
Fryer, Levy & Fryer, Inc. 
Ave., New York, N. ¥ 


Three-Dimensional 
Newsletter of Ideas 
‘Taking its cue from Gentry 


American Fabrics and other magazines 
that feature samples of the materials 
they refer to, a new newsletter of 
advertising and sales promotion in 
cludes samples of many of the ideas 
ind materials it refers to. Many of 
the issues are actually mailed in a 
box or other container that permits 
inclusion of booklets, gimmi ks and 


gadgets Subscription 


premiums, ete 


s $25 a vear for 12 issues. For a com 


plimentary copy, write to Sales Am 
munition,’ 91 Seventh Ave New 
Y ork N., 7, 


VALUED INCENTIVE PRIZE 


POCKET:PLANNER ©) 
“The Salesman’s Secretary” aii) i 
WRITE FOR FREE FOLDER A es 


R Y CRAFTS. In Fifth Ay Y Yy 
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Newspapers Push "Hookers" 
To Aid Canadian Advertisers 


Hookers” 


two-inch ads carrying retailers’ names 


are those small one- and 


and addresses which are appended to a 
national advertiser's newspaper ies 
very popular in Ca 
newspapers, tell the 
where he can buy the item adver 


sage. ** Hookers.” 


nadian readei 


tised by the manufacturer. Ninety 
seven daily newspapers in Canada 
carried 156,701 “hookers” in one 


year, tor a total of 3,487,837 lines 
For examples and additional informa 
tion, write to I. H. Macdonald, Gen 
eral \lanager, Canadian Daily News 


paper Publishers Association, 55 Uni- 
versity Ave., Toronto 1, Ontario, 


Canada. 


VUCUUOUUUUUOOTEEOOOUUOUEEEEEOUOOTOREREEEO ODER EEEEE 
e SALES PROMOTION IDEA FILE 


is a review of sales producing tools 
and ideas, designed to stimulate the 
thinking of sales-minded executives. 
Contributions to this column and 
questions about sales promotion, 
marketing or advertising problems 
should be sent to Larry Schwartz, 
c/o SALES MANAGEMENT 386 
Fourth Ave., New York 16, N. Y. 


YOU CAN AFFORD A 
GOOD BUSINESS FILM 


if you produce it yourself! 


YO! 


a fraction ot ‘package’ costs 


CAN | ASTLY Pp odu ( 
by dealing directly 
technical agencies ot film production, You don't need movie 


making experience, We upply the know-how we do all 
technical work, You get a smooth professional product, Con 
panies big and smal] the world over are cutting filn 


with this proven formula. You can. too 


a hard hitting sales film at 


with the 


SEND FOR FREE BOOKLET... 
\ "How to Make Low Cost Business Films.” 
\..” No obligation, no high-pressure follow-up. 


TELEFILM 


[s nn Cc on vPeaqoe,neayrTt#t @ ] 


Licensee of Capitol Records music library 


6039 Hollywood Bivd., Hollywood 28, California 


a leading 16mm = motion pictur 


technical service since 19438 


LOOKMASTER 


VIEWMASTER 


NOTE- 
MASTER 


DISPLAYMASTER 


Here is a brief showing of the best de- 
signed and most complete line of visual 
sales aids available. Whatever your needs, 
the chances are we have a binder in stock 
and in your size. Stock binders mean low 
cost and immediate delivery. If your needs 
sre special, our staff of designers will 
analyze your problem and make recom 
mendations. Write for catalog No. 558 or 


ask for a sample binder on memo 


1704 WEST WASHINGTON BLVD 
CHICAGO 12, ILLINOIS 


Mail Promotion 


BY JANET GIBBS 


Sales Promotion and 
Direct Mail Counsel 


Heart-to-Heart 


‘There are times when a one-shot promotion makes history. And 
I’m betting the 52-page book recently mailed by the New York 
Journal-A merican does just that. It was sent to some 8,000 current 
and prospective advertisers, ostensibly to celebrate the paper’s 60th 
birthday—but the subtly handled objective was to sell the newspape1 
as an advertising medium. As far as I’m concerned, they’ve scored 
in an entirely unexpected area, I’ve never considered the Journal- 
American a reading “must’’, but I’m switching to it now, to find out 
what | may have been missing all these vears! 

The book is titled “Heart-to-Heart with New York for 60 Fabu 
lous Years.” And it does a fabulous institutional advertising job. 
Created by Ken Mason, New York advertising agency executive, it 
reviews the history of the newspaper born in the Gay ’90s, grown to 
a brash young giant by World War I and, quoting its publisher, “‘it is 
today the most popular evening newspaper in New York, by an 
im reasingly wide margin... it has come to full maturity as a dynamic 
and responsible influence on present day New York.” 

‘This is institutional advertising—suggestion-selling at its best. 
‘The format is oversize; the book can’t be buried in a file for it won't 
fit. ‘he copy is exciting and informative and the result is a piece of 
direct mail that won't find its way into the “circular file.” This book 
will be read from cover to cover and passed along for others to read. 
Its objective—advertising sales—is most subtly handled through a 
suggestive selling technique, relying heavily on the editorial ‘policy 


of the Journal-A merican 


COPY: last reading copy traces the paper's early success 
in the highly competitive newspaper field, its ensuing battles, crusades 
and accomplishments. Packed with the drama of war and disaster, 
tri imph and tragedy, growth and progress, the book looks back on a 
half century of big stories. Brimful of photographs and documentary 
matter, much of which has never before been published. 

Then the scene shifts to the Journal-d merican today, to the men 
ind women who develop the newspaper and its editorial material. 
Che book culminates in a Step by step accounting of how the news 
iper 1s produced, tron iw newsprint to its final destination: the 
r] 


reader, the consumet 


FORMAT: The book contains 52 pages, oversize 10” x 13”. offset in 


ack and blue on white, with laminated covers and spiral binding. 
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Actually, the book is more than 80% black on white, with blue used 
for special headlines, Good, simple layout plus fine photography and 


easy-to-read type make the whole thing extremely effective. 


On the cover a die-cut, 
heart shaped red ace 
tate inset introduces the 
anniversary theme of 
“Heart-to-heart with 
New York.” 

‘The Journal-A merican 
logotype shows through 
the transparency. 
‘Thumbnail photos pro 
vide an atmosphere of 


old and new. 


When the cover is lifted, a die-cut skyline of New York and a 
Journal-A merican front page unfolds. Pictures of the staff at work 
are mostly candid—shirt-sleeved editors, artists, rewrite men pounding 


out copy. 


ENCLOSURE: Here's where | complain ... for it was mistaken 


economy to use an offset letter, with a general headline opening and 
a printed signature. ‘This is an impressive presentation, The books 
probably cost about $2 each, and the letter, sent:under the publisher’s 
name, should have been automatically typewritten, It most certainly 
should have been ; personalized”’ with the ree ipient s name, and hand 
signed. It seems to me that by using a printed, impersonal lette 


some of the prestige quality of the promotion was lost. 


MAILING: Investigation showed that Wa hington classified the book 
as a catalog—saving about $1,000 in postage costs. 

This is a fine example of sales-by-suggestion. If you can build an 
interesting story around the history of your company the people who 
form it, the conduct of the business itself—then you have a sound 
basis for institutional advertising. Use it to build prestige, to create 


a friendly almost personal contact between seller and buye 
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Appearance counts. Practi- 
cability counts, Flexibility, 
durability, economy count. 
And you can have them all 
if you use Accopress Binder 
covers for your catalogs. 


Accopress Binders come 
in 5 colors, may be printed 
or embossed as you wish. 
They're loose-leaf, lie flat, 
open flat, stand plenty of handling, can be 
expanded as desired, have no expensive, 
space-wasting mechanisms. Their low cost is 
famous. Write us your needs or ask your 
stationer to show you the complete Acco line 
for keeping papers together and safe in every 
department of your business. 


The Accopres 
Hinder eom 
hbines loose leaf 
conventence, 
large capacity 
and economy, 


Ideal for Cate 


leg Covers 


When transfer time 
comes just slip the 
bound papers from 
the Accobind bolder, 
insert @ new deco 
Pastener and the 
Folder is ready for 


another year's filing 


ACCOBIND folders 
ACCOPRESS binders 
PIN-PRONG binders 
(for marginal multiple punched forms) 
ACCO clamps 
ACCO punches 
THE ACCOWAY SYSTEM 
(for filing Blueprints and all large sheets} 
—and other filing supplies 
ACCO PRODUCTS 
A Division of NATSER Corporation 


Ogdensburg, New York 
In Canada: Aceo Canadian €e., Lid., Terente 
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Sales Promotion 
at Werk 


The mailing jacket for letters, catalogs, 
sales literature, of all kinds, is coming 
into its own as a promotional piece. 
Illustrated envelopes have high initial 


wwrr a ; 
CHAMP- ITEMS inc 
610) MAPLE avenue 

OT. LOUIE 14,40. 


attention value. If that first impression 


is favorable, the recipient is likely to 
feel a sense of urgency about reading 


what's inside. Here: six good examples. 


CATTONTS CRT 
eee ee 
poe ee te deny 


BAUR PONT nek (ABATED 


CHAMP -ITEMS, INC. (above) lets 
catalog jacket suggest wide range of 
replacement parts firm can supply. 
JOHN DEERE, Industrial Division, 
(left) uses spot drawings to indicate 
functions of equipment it makes: 
“moving logs,” “material handling,” 
“highway construction,” etc. 


cM 


DOYLE STATIONERY CO.,_ sells 
paper napkins by mail. First experi 
ment with a decorated envelope paid 
off. “It had been my theory,” reports 
Dean H. Doyle, president, “that the 
samples and sales literature enclosed 
did the selling. | was wrong. This 
envelope outsold any other we had 
ever used, increased profits by 150% 
The bulk of our returns comes in with 
in 45 days after a mailing, but con 
tinues to dribble in for 6 or 8 months. 
We are constantly testing other en 
velopes in different colors and sizes. 
Thus far, our 9 x 9” has been the 
most successful.” Doyle has sent out 
a million and a half mailings in the 
envelope referred to, The company, in 
addition to its line of monogrammed 
napkins, seeks orders for custom 
imprinting with complete names, build 


ing pictures, trademarks, names of 


yachts, farms, estates. Section of 
photo at far right shows back of en 


velope; at the left is shown the illus a . thee lorful GIFT 


trated portion of the front 


68 SALES MANAGEMENT 


tz 


jifti 


Ut. 
HH 


i 


73 
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HENRY FIELD SEED & NURSERY CO. really wrings profit out of envelopes, Last year 
the company got back $3.37 in orders for every $1 of cost involved. Every available 


inch of space, front and back, is used for selling. Color is used lavishly. Company reports 
that sales “per page” from the envelope are higher than average returns from catalog 
pages. R. J. Foster, Field v-p, says firm’s envelopes help, too, to keep mailing lists up 
to date. Catalog jacket carries 7 checking squares in which the post office can show 
reason for non-delivery. Still another benefit from good envelopes: catalogs remain 
clean when returned to sender, can be re-used. Field says catalogs of a single spring 
edition salvaged for re-use represented an investment of $4,464, 


GOSPEL PUBLISHING HOUSE uses 
back of its envelope as an additional 
catalog page. Three widely different 
kinds of items appear on this one: a 
set of inspirational message cards, 
pattern books and pattern packets, a 
book for teen-agers 


BEN E. KEITH CO., Texas produce 
firm, reports “tremendous results” 
from a decorated envelope used for 
a brochure mailing on Christmas par 
cels. Unusual feature is a die-cut win 
CONNIE 2 dow which reveals contents of the 
fruit basket shown in full color on 
the first page of the enclosure, 


A Page from My Personal Sales Manual 


By HAROLD E. FELLOWS* 


1. Consider the proposition that in each of us 


there is a self-selling habit and make the most of 
it. ‘Those of you who have sold automobiles or 
acuum sweeper! or any items that are sus eptible 
to demonstration—know this to be true. Give the 
prospect an opportunity to use something that he 
wants, and, if he likes it, he will help you in setting 
up reasons compelling him to buy it. 

But this can apply to less tangible items and serv 
ices, too. A good insurance salesman, for example, 
ells a picture of the future, and the prospect en- 
visions himself growing old gracefully and safely, 
living with his memories in a pleasant cottage by 
the seashore. He helps the salesman give substance 


to that dream 


?, Assume that the prospect is calling on you, 
rather than you on him and show him the consid- 
eration you would show any guest. Let him precede 
you through doors; offer him a cigarette, if you 
will, but do not smoke yourself if he declines (un 
less he suggests it); help him to help you feel at 


home 


}. Encourage the prospect to do the talking at 
the outset, if necessary, by asking him for his 
opinion on a problem you have. He may find an 
inalogy in his own experiences, and you'll end up 
talking about Aim. ‘I his is your objective, at least, 
for self-interest is the first interest, and it is sympa 
thetic listening to the other fellow’s laments and 
triumphs which will identify you with his hopes 


| 


ind aspiration 


+. Before you make the call, write your sales 
presentation and reduce it to its minimal time re 
quirement if possible, no more than five minutes. 
You can expand the theme as you talk, if the 
occasion encourages expansion; but it is very diff 
cult to reduce the content. Writing it out is a good 
memory practice. | always envied the late Grove 


Patter on, editor of the Toledo Blade and one of 


great orators and salesmen. He always 


the nation’s 


wrote his speeches read them ove! several times 
and then discarded them before he got to his feet 


4 


to del cl 


Betore you meet with the prospect, be pre 
pared to set forth at least three reasons why business 


*Harold E, Fellows is president and chairman, National 
Association of Radio and Television Broadcasters 


prospects in general—and his own in particular, 
if you can do so—are good. If you are asking a 
man to buy something, you must encourage him in 
the conviction that the future prospects are sound, 
and that he is not “going it alone’, but, rather, 
is joining in the existing, upward cycle of business 


in all lines of endeavor. 


6. In every possible way, short of being Pollyanna- 
ish, agree with the prospect and qualify your own 
statements in such a manner that he will want to 
agree with you. Selling and buying, remember, are 


actions of agreement. 


7. If you can arrange to do so, sell a man in his 
place of business and take him to lunch afterward. 
A man is more decisive in the arena of his own 
business activity. Furthermore, if he is remote from 
that location, you enable him to hold the decision 
in abeyance until he goes back to the office or plant 
to check some figures or counsel with his colleagues. 
And it is also true that a man is more satisfied with 
his decision if he reaches it under natural environ 


mental circumstances. 


8. It may be a business that will use the product 
or service, and pay for it and your commission; but 
it is an individual who will do the buying. Know 
in advance as much as you can about him as a 
person: his likes and dislikes; his eccentricities, if 


any; his special interests, such as hobbies or sports. 


9. Be specific during your sales presentation; do 
not speak in generalities. Leave no doubt in his 
mind as to your exact proposition, and state it with 
such definite assurance that first, he is convinced 
of its merit; second, he won't try to change it in 


any manner, such as price reduction, etc. 


10. If you have any jokes to tell, save them for 
your poker club, unless you know the prospect very 
well. Radio and television have made sophisticates 
of most of us in the realm of humor, and no doubt 
he has heard most of the acceptable ‘gags.’ 

11. A note on the subject of closing the sale: Of 
course, speed is not the object in closing. Do not 
hasten the act, but ask for the order firmly, once 
your points have been made. The sale will have 
been nearly consummated if your presentation has 
right, and the price 

The End 


been sound, your product 


aC ceptable. 
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SALES GAINS AND LOSSES 


Seven companies with sales gains over 50% in the periods indicated in the +e 
following list lead this representative group of reporting firms. Biggest sales 
increase was listed by American Seal-Kap Corp. with 97% followed by Bon Ami | 
Co.’s 92% gain. Fifty-five of these firms recorded sales increases of 10% or more. ts To ae 


Twenty firms reported sales decreases. 


Key: f is for fiscal year. in fast-service 
. 
Company Period 1956 1955 Company Period 1956 1955 eating places, 
Abercrombie & Fitch yr 13.8 13.1 Lionel Corp yr 22.8 20.5 ‘a 
Acme Steel Co yr 134.2 109.8 Lockheed Aircraft Corp yr. 742.5 673.5 twice-the-turnover 
Aluminum Goods Mfg. Co yr 37.0 36.8 Lone Star Brewing Co. yr 16.5 15.2 
Aluminum Ltd yr 483.0 412.0 Lone Star Cement Corp yr 98.2 95.5 ans 
Amer. Chain & Cable Co.,Inc, yr 117.6 101.1 Lux Clock Mfg. Co. yr 7.3 8.4 per seat me asst 
Amer. Forest Prod. Corp yr 72.1 71.2 Lyon Metal Prod., Inc yr 22.7 18.6 
Amer, News Co yt 171.9 171.3 
Amer. Photocopy Equip. Co. yr 12.1 9.3 MORE Meals i 
a ° Macco Corp yr 56.8 33.0 
Amer. Seal-Kap Corp r 16.4 8.3 “f- 
AMP Inc. yr OR Se A a 7 MORE Sales 
Anaconda Wire & Cable Co. yr 159.3 145.2 oe _ {~ Co yt oy = - 
Anch k \ yr 2 113.7 _ inte Wikre ” : , H 
neney Wesmung Grats Corp 794 Marmon-Herrington Co yr 21.9 19.6 MORE Profits 
Anheuser-Busch, Inc yr 214.6 201.7 
McCall Corp yr 60.9 53.7 
WcGreyor-Doniger, Inc. yt. 533474 | NO MATTER WHAT YOU CALL THEM 
B. T. Babbitt, Inc yr 19.4 17.1 Mead Corp yr 168.3 150.5 
Bachmann Uxbridge Worsted Monroe Calculating Machine yr “ 3 : aod Coffee Shops 
Corp "9 33.1 35.4 Montgomery Ward & Co yr. f 1,045.7 969.9 Confecti St 
Bates Manufacturing Co yr 58.3 60.6 Munsingwear Inc yr 28.1 29.0 onfectionery ores 
Bell & Gossett Co l yr. f 25.2 25.2 Counter Restaurants 
Bell & Howell Co yt 45.5 42.1 Nashua Corp yr 30.9 28.1 Department Stores 
Birdshoro Steel Foundry & National Dairy Prod. Corp. yr 1,352.8 1,260.2 . 
al uy we y" ye ~ ; Nestle-LeMur Co yr 8.0 6.6 Diners 
iss aug in nc yr ) : a 
Bloch Bros, Tobacco Cc yt 11.7 12.0 Drive-ins 
Bon Ami Co y! 5.4 2.8 Outlet Co yr 16.0 16.1 Drug Stores 
Book-of-the-Month-Club, Ine ' 18.1 16.9 P 
Botany Mills, Inc yr 29.2 24.4 Fountains 
Bristol-Myers Co y! 89.4 75.7 Park & Tilford DistillersCorp. yr 22.8 40.2 Industrial Cafeterias 
Paterson Parchment Paper yr 11.2 10.3 
Pittston Co yr 246.2 205.7 Luncheonettes 
Canadian Breweries Ltd. 3 me 62.1 52.0 Plough Inc yr 24.4 21.0 Sandwich Shops 
Climax Molybdenum Co r 66.2 68.6 Porter (H.K.) Co yr 140.6 106.0 Vari S P 
Coleman Co., Inc yr 39.4 42.0 Proyress Mfg. Co yr 19.3 15.8 Griety Stores 
Columbia Broadcasting Sys 354.7 316.5 Prophet Co yt 22.7 23.3 


Columbia River Packers yr 16.4 149 Purolator Prod., Inc yr 33.7 27.5 NO MATTER WHERE You FIND THEM 


Consolidated Electronics 


Industries Corp 5 me 8.1 7.7 Reading Tube Corp ns 22.4 27 Airports 
Continental Gin Co yr 18.6 14.2 aoe 2B & Brass, | 250.4 242 ¢ ‘ 
Cor yr 27.6 25.9 oe Sears Eee tee oy my . Bus Terminals 
Soro, Inc 4 an . 
Rexall Drug Co. (& subsid.) yr. 155.6 153.4 re “ 
Richfield Oil Corp yr 254.0 245.2 Railroad Stations 
Rockwell Mfg. Co yr 114.7 82.9 Main Streets 
Dixon (Joseph) Crucible Co. yr 12 6 11.6 Ronson Corp yr 41.9 28.9 : ‘ 
Ducommun Metals&Supply Co. yr 47.2 39.3 Roxbury Carpet Co yr 13.6 13.0 Main Highways 
Du Mont (Allen B.) 
Laboratories, Inc yr 46.6 578 In Industry 
Shatterproof Glass Corp yr 12.8 12.0 
Schick, Inc yr 27.5 24.6 
Fairchild Engine, Airplane Servomechanisms, Inc yr 18.1 12.4 THEY ALL HAVE 
; ee Simplicity Pattern Co., Inc. yr 16.3 15.3 
Corp yr 5.4 154.8 ’ “0.2 
Food Machy.&Chemical Corp. yr 302.1 264.6 Sterling Drug, Inc yr 177 7 166 9 ONE THING IN COMMON _ 
Foote Mineral Co yr 24.7 19.2 Stewart-Warner Corp yr 121.2 113.6 
Fram Corp. (& subsidiaries) yr 25.3 26.3 FAST SERVICE 
Fruehauf Trailer Co yr 268.4 245.6 Technicolor, Inc yr 29.4 32.4 
Ft. Wayne Corrugated Thermoid Co yr 418 40.6 : 
Paper Co yr 23.8 22.3 Thor Power Tool Co yr 28.4 22.1 To effectively reach this 
specialized market specify 
General Aniline & Film Corp. yr 133.6 121.2 Underwood Corp yr 65.7 82.4 
General Controls Co r 27.4 27.3 United Cigar-Whelan Stores FAST FOOD 
General Dynamics Corp. yr. 1,047.8 687.2 Corp " 7 “ae for an advertising schedule 
Globe-Union, Inc yt 58.6... 56.6 United Dye & Chem. Corp. yr 4.9 6.1 
Goebel Brewing Co yr 22.5 318 Unitronics Corp. yr 27.9 18.3 
? Vanity Fair Mills, Inc yr 23.1 21.46 
Hamilton Mfg. Co Ad 33.3 ~ é Vulcan Materials Co yr 37.3 27.0 
Hamilton Watch Co y! 5.4 28.0 
Hobart Mfg. Co y 49.7 40.1 
Hiller Helicopters yt 98 7.3 Weber Showcase & FixtureCo. yr 27.2 27.4 
Holmes (D. H.) Co 6 me 15.8 5.4 Weill (Raphael) & Co yr 20.3 19.9 
Hoving Corp t 33.8 31.6 Western Electric Co yr 2,372,7 1,853.2 
Westinghouse Electric Corp. yr 1,525.3 1,140.9 
Weyerhaeuser Timber Co yr 324.1 316.7 
’ ‘ d 4 hite Mot h 207.4 17 
inti. Vel. & Tel. Corp - oy 2 ~~ : 7 “ | S . 77 om < the magazine serving <« ounter 
Irving (John) Shoe Corg r 20.9 18.7 Williams & Co. Inc y! 6 48.3 as ie tp - ramiene 
Worthington Corp yr 170.2 140.4 ar juntain Pstau 1 
W. T. Grant Co yr 340.9 351.4 
Kroehler Mfg. Co vr 84.3 7¢ 386 FOURTH AVE. 
Krueger (G.) Brewing C 10.4 10.4 Yale & Towne Mfg. Co yr 122.5 104.9 
Youngstown Steel Door Co yr 24.4 201 NEW YORK 16, N. 3 
Lear Inc 63.9 4 
Lees (James) & S Ce 76.5 71.3 Zenith Radio Corp yt 141.5 1529 


MAY 3 1957 7\ 


Tele-Sell: Largest Sales Meeting 


It Was a Big Meeting, But Did They Like It? 


What 25,849 salesmen in 34 
cities marked on their IBM 
"Meeting Reaction Cards” 


VALUE OF TELE-SELL CONTENT 


Excellent 50.2% 
Good 49.9% 
Fair 15.5% 
Poor Sed 


1.1% 


No Answer 


CLOSED-CIRCUIT TV 


AS AN EDUCATIONAL MEDIUM 


Excellent 55.2% 
Good 3o07% 
Fair 8.6% 
Poor 1.5% 
No Answer 1.0% 


WOULD ATTEND NEXT TELE-SELL 


Yes 81.2% 

No 16.3% 

No Answer 2.5% 
IF YES, HOW OFTEN? 

Once a year 66. 8% 

Twice a year 52.1% 

No Answer 1.1% 


Lhe figures above are sweet reward 
ror two ales executive who bet 
$25,000 each of their own money that 
there was a way to bring top sales 
talent live lor training clinics to 
henetit (0.000 salesmen meeting in 

+ different citi 

Phe 30,000) salesmen paid $10 
each in 30 cities ($12 in four cities 
clue te pecial causes) tor tuition 
I hese oluntary purchases indicate 
hunger tor sales education 

But not until Morris I. Pickus 
president The Personnel Institute 
laid the figures above before Arthur 


H. (Red) Motley, his 50-50 partner 
in’ then Leleclinics Ine. 
they or the 30 Sales Executives Clubs 
Chamber of Com 
merce Zroups know whether they had 


gamble did 


ind four Junior 
received their money’s worth 

Lhe men and women in the audi 
SAICS 


ence—making up the largest 


meeting ever held—went away trom 
the ‘Tele-Sell sessions on February 26 
and March 5 satisfied, and so are 
Motley and Pickus, even though at 
the moment they are out of pocket 
$10,000 of their initial stake, despite 
a gross income exceeding $240,000 
Leleclinics’ $8 take covered: $50,000 
for promotion, $120,000 gambled by 
VelePromp Ter, and $83,000 by The 
Jam Handy Organization that there 
is a big market for sales education. 
“We brought top talent 
and woman paid his own expenses 
not just to the big Sales Executive 
Clubs,” points out Motley, past chai 
National Sales 


CAC h Man 


man of executives 


72 


Inc. and president of Parade Publica 
“but to many smaller 
It is impossible to road show 


trons Ine., 
cities, 
such talent. We used no professional 
speakers. This was pioneering. We did 
not have a captive audience and at 
tendance was greater at the second 
show than the first.” 

‘The show was 
more relaxed, and more effective than 
he kick-off show. ‘The Red Motley 
that the audience saw was. the 
ame relaxed, confident, far-seeing 
needling, speaker that 
ales executives have come to know 


second earthie: 


thousands of 


so well from coast to coast. In the 
first half of the initial show he was 
as Master of Ceremonies, stilted. 
Both shows were produced—at cost 
by Jam Handy and his Jam Handy 
Organization. The format was 
Handy’s. Motley 


selling, men and women of repute and 
position who had started life as sales 


secured stars of 


men and had be ome suce essful. Handy 

produced skits illustrating basic sales 

making ideas. 

S. Wilson, execu 
(joodyear ‘Tire 


lor example, R. 
tive vice-president, 
and Rubber Co. described how to “be 
a pro.” Judson S. Sayre, president, 
Norge Division, Borg Warner Corp., 
who made Bendix washers a house 
hold word, demonstrated how to 
“know the buyer.”’ Herman C. Nolen 
president, McKesson & Robbins, Inc., 
spoke on “making better use of time.” 
Nichols, general manager, 
group marketing, Chrysler Corp., 
found his own wite staging the finer 


By ron 


points of “showing and proving.” 

Many 
professionals—not managers or own- 
ers. So there was Harry Abram, sales- 
man, Dexter Chevrolet Co., Detroit, 
who explained how to ‘get the buyer 
to work for you.”’ Abram’s creden- 
tials: Last year he sold 654 cars 
one at a time. ‘Those who saw him 
agreed with Motley that “he surely 
didn’t sell those 654 cars on per 
sonality! It was know-how.” 

It was anticipated that the ma 
jority of the audience would be in 
volved in the sale of consumer goods 
and many of them at wholesale and 
retail. But 230% of the almost 26,000 
people who filled in their IBM meet 
ing reaction identified them 
selves with manufacturing. So it was 
industrial 


salesmen aspire to become 


cards 


not surprising that the 
people felt that too much of the pro 
gram was devoted to retail situations. 
No. speaker specifically aimed his 
discussion at an industrial situation. 
But at least one manufacturing sales 
man got the central idea of the pro 
gram—the transferability of a sound 
idea from one sales situation to an- 
other because he wrote “Many 
points were of value to me so I can't 
rule the program out entirely for 
industry.” 

Motley’s “We 
taken the profession of selling and 
moved it a step further alongside other 
great professions such as medicine and 


conclusion: have 


education, which have been using 
closed-circuit television to teach.” 
The End 
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New report on retailers and 
shows that, once again, 


Audits and Surveys Company, Inc., an independent research or- 
ganization, just completed its annual survey of how retailers feel 
about magazine advertising and what they actually do about it. 

Conducted among a wide sampling of retailers in major fields, 
the survey shows that more than ever, LIFE is the retailers’ 
favorite magazine and ‘‘Advertised-in-LIFE”’ their favorite mer- 
chandising tool. 


In grocery stores with an annual sales volume 
of $500,000 and over... 
tetailers pick LIFE as their first choice to carry advertising for 
the brands they sell. 
And most important, when researchers went into the stores to 
count displays, they found that: 


vy actual count—grocery retailers 
le in with advertising in LIFE 


5 times as much as with 


( rtiSino Lit QUryeyv other Mmagacthe 


magazine advertising 


retailers rank LIFE first 


((Q 


WHAT DOES THIS MEAN TO YOU 
- It means that LIFE-advertised products 


- It means that the use of 


- It means that to get maximum result 


AS A GROCERY RETAILER? 


, when 
identified as such in tie-in displays, have proved 
their value as traffic and sales builders in food 
stores all over the country 


“Advertised-in-LIFE” 


tie-in displays is continuing —and increasing 


among top volume retailers in your field 


from maga 
zine advertising, you should feature LIF E-adver 
tised brands with the ‘“‘Advertised-in-LIFE” 


sign 
week after week. 


And it means 
that retailers 
respond to 
LIFE 


because people 


ire 


They think...they talk. They laugh. 


When people think of exciting events of today or epic 
stories of yesterday. ..they remember them as they saw them in LIFE 


Sn, AROUND THE WORLD IN 45 HOURS 
L ~ GREAT A OLA f POINT-TO-POINT NARRATIVE OF WISTORIC FLIGHT 
I F E LI F HOW KANSAS RECRUITED ‘WILT THE STILT 

ot n0w ve OVER WEAPONS 


TAKE-OFF OF GLOBE-CIRCLING 8-52 
20 CENTS 


JANUARY 28, 1997 


They learn...they act. ‘lh 


When people think of great photographs... they think of LIFE 


5 


WATCHFUL 


JOLLY PRICELESS SENSITIVE 


And when people want to buy...they remember, they | — 
prefer the products they’ve seen advertised in LIFE “i a 


: 


customers respond 


t 


$ J 
\ Z A? 
ma 


Week after week, in your own community as in communities 
all over the country, people respond to LIFE. And more people 
respond to LIFE because LIFE reaches more people than any 
other weekly or bi-weekly magazine. 


LIFE leads in weekly circulation... LIFE leads in weekly audience... 


1. LIFE 5,738,226 1. LIFE 26,450,000 
2. Saturday Evening Post 1,950,061 2. Look (bi-weekly) 18,050,000 
Be Look bi-weekly ) 4,191,057 - Saturday Evening Post 14,050,000 


July-December, 1956 as filed with the Audience: A Study of Four Media. 


of Circulations, subject to audit 


LIFE reaches 3 out of 5 households 
in the average community in a 
13-week period. 


Hlousehold 1 Study of the Household Accumulative 
Judience of LIFI 


> | 


1O0O0d 


advertisers respond to 


Year after year, advertisers invest far more for selling in LIFE 
than in any other magazine. Here’s how food advertisers in- 
vested their dollars in the 10 leading magazines over the last 


five years: 


2 


5 


MAGAZINE 


LIFE 


. Ladies’ 


Home Journal 


3. Look 


4. Saturday 


Evening Post 


5. Family Circle 


». Better Homes 


& Gardens 


. Good 


Housekeeping 


. McCall’s 
9. Woman’s Day 


. Reader’s 


Digest 


1956 


$22,918,569 


7,242,339 


6,656,675 


6,416,897 
4,807,432 


4,763,805 


4,380,701 
3,946,345 
3,063,271 


2.582.000 


1955 


$21,894,163 


6,069,883 
4,524,438 


5,661,464 
5,794,943 


4,105,985 
3,279,267 
3,942,277 


’ 


1,638,300 


1954 


$21,781,752 


, , 


5,587,922 


3,816,990 


5,513,921 


6,067,949 
3,950,821 
2,811,113 


3,210,722 


4,183,328 


1953 


$17,115,420 


4,514,972 


2,691,307 


5.292.417 


6,247,088 


4,313,796 


2,958,007 
2,659,805 


4,672,871 


1952 


$14,673,235 


4,436,996 


2,509,367 


9,123,196 


5,747,228 


3,395,256 


2,646,823 
2,934,759 


5,511,377 


Source: Publishers’ Information Bureau (Year-End Gross Figures 


3B AND 


see how many of your best-selling 


advertised in LIFE in 1957 


*Jan. to Mar., 1957 


Food and Food Products now Crop Frozen Fruit Juices National Brewing Company Miles Labs., Inc. 
now Crop Frozen Vegetables National Bohemian Beer Alka Seltzer 


American Dairy Association 
American Home Producta Corp National Biscuit Company Schlitz, Joseph Brewing Co Tabcin 
Chef Koy-Ar-Dee Canned Meals Kitz Crackers Schlitz Beer Morton Minufacturing Company 
altines Wine Advisory Board Chap Stick 
Angostura Litters National Dairy Company Wine Growers Guild Murine Company, Inc 
Kraft Cheeses Nepera Chemical Compan 
* Smoking Materials Nile coca eco — 
Kraft italian Dressing P ea g Super Anahist Products 
ealt ce Cream merican acco Comps , . . 
alteat Ice ean ~ ) a ; ) — Northam Warren Corporation 
erbert areyton igarettes Cutex Be t Products 
Lucky Strike Cigarettes utex beauty Or 
Cocoa ¢ » . ‘ 
7" . Norwich Pharmacal Company 
Nescal: Brown & Williamson Tobacco Corp 
ott Wentner't we Pepto-Bismol 
Pillabury Mills senroy ‘garettes y » 
( M Consolidated Cigar Corporation Plough, Inc 
shi , . onso orpo , 
, oury Cak nee etal Manter Classe Musterole & St. Joseph Aspirin 
Muriel Cigars ” Mexsana Medicated Powder 
ie 
Aunt Jemima Cornbread Mix Procter & Gamble Company 
Puss 'N Boots Cat Food Larus & Brother Company, Inc othe 
ampbel ip Company Edgeworth Smoking Tobac< Gleem Toothpaste 
c or 1S 0 oD "co 
Q-Tips, Ine 


Kath Packing Company ~ 
Holiday Smoking Tobacco 
Scholl Manufacturing Company 


Kath Black Hawk Bacon and Ham 
River Brand Rice Mills, Inc Liggett & Myers Tobacco Company “eerie 

R toaay ane i R . Chesterfield Cigarettes Dr. Scholl's Foot Care Products 
arnatio ’ *v a wes 4 < wry a 7 , ; 4 
Carnati in Carolina Brand Rice L, & M Filter Tip Cigarettes Sleep-Eze Company, Inc 
t tandard Brands, Ine Philip Morris, Ine Stanback Company, Ltd 
arnat t Instant Chase & anborn Coffee Marlboro Cigarettes Sterling Drug, Inc 

. Philip Morris Cigarettes Bayer Aspirin 

Frinkien tokely Van Camp, Inc 
Green Beans pud Cigarettes Phillips’ Milk of Magnesia 
jreen ant 


Angostura Wuppermann Corp 


Nestle (Company 


Quaker Cate Company 


Pineapple 


Campbell's supe 
Fran Amerie 


wa 


Carnat 
( 


Reynolds, R. J. Tobaceo Company Tampax, Inc 
Baking ¢ unshine Biscuits Inc a 7 ee Vick ¢ hemical Company 
read altines Sinenen Cian ol Vick’s Inhaler, Va-Tro-Nol Nose 
orn Producta Refining wift and Company . ’ - note 8 Drops & Cough Drops 
Mazola © wift Table Ready Meats anion yore Warner Lambert, Inc 


ugar Information, In¢ 


Sportsman Shave Lotion 


Citrus Commiss Swift Producta—-Full Line : 
Tha Heary Compeni Health & Beauty Aids Weco Products Company 
mayer, Henry Co y ag 

an Way Pizza Pie i Tempo Meat Loaf Mix American Hard Rubber Company Dr. West's Toothbrushes 

Ace Combs Williams, J. B. Company 


de 0 United Fruit Company 
rowder ¢ — Aqua Velva 


pecialties, Ine 


oda ( Bananas American Home Products 
Fro or Anacin Tablets : 
Confectionery & Soft Drinks Aero-Shave & 3-in-1 Oil Household Supplies 


Instant Postum Keech-Nut Life Savers, Inc 


Gaines Dog Meal 
Blistex, Ine American Tack Company 


Blistex Remedy saf-T-Hed Thumb Tacks 
Bristol-Myers Company Diamond Match Company 

Bufferin General Electric Company 

Vitalis Light Bulbs 
Colgate-Palmolive Company Minnesota Mining Company 

Colgate Dental Cream Scotch Cellophane Tape 

Colgate Shave Creams 
Canada Dry Ginger Ale, Ine Veto 

anada Dry Mixers & Beverages 


Je ) Ce tin Lessert jeech-Nut Gum 
Log (Cabin yrup Life Savers 
Minute Ki Brach, EB. J. & Sons 
Brach's Candy 
jubble Up Corporation 
whie Mix and Bubble Up 
Owens-Illinois Glass Company 
No Deposit Bottles 


liate ‘ 
Hetty ¢ e Crust Mix 


Hisquick Commerce Drug Company 


a-Cola Compan Pioneer Rubber Compan 
Great Atlantic ¢ c Tea ( , _ Ora Jel 3 ron 
Pepper Company ' sluettes Household Gloves 

Ann Page Ma “se aap Curtis, Helene Industries, Inc Super Ebonettes Household Gloves 
454 P Coffee m andy “ompany Helene Curtis Spray Net 
hstee Dietetic Chocolates Enden Shampoo 

Gum Products, Ine Distillers Corp. Seagrams Ltd 
Jaw ‘Teasers Bubble Gum Coldene 

Mars, Ine Ex-Lax, Inc 

Pineapple Compan Pepsi-Cola Company Ezo Products Company 

Pepai-Cols 
neapple = < General Electric Labs 
J. Company seven-Up Company Troutman’s Cough Syrup 


Reynolds Metals Company 

en Giant ¢ pet y Reynolds Wrap 

Giant Peas Kubber Scrubber Corporation 

d's Home Style Foods Seott Paper Company 

Softweve 

Stix Products, Inc. 

Sylvania Electric Company 
Photoflash Bulbs 

Thayer, Henry Company 
Airtona 

Westinghouse Electric Corp. 
Light Bulbs 


Heinw 57 Varieties sisaaet ' 
. jrove Labs., Inc 
Soaps, Cleansers & Polishes Brome Quinine 
Heing Tomato Kets Drackett Company Fitch Shampoo 
Heing Baby lrar No Doz 
Heublein, G & Windex lodent Chemical Company 
Hollywood Shoe Polish, Inc Liqwid Center Cough Drops 


Heing ups 


Purex Corporation Johnson & Johnson Miscellaneous 


weetheart Soap Band-Aid Plastic Strips American Can Company 
Kustain Products, In¢ M odess Canco Containers 
Zud Rust & Stain Remover Tek Hughes Tooth Brushes American Cyanamid Company 
moniz Company Kendall Company Acronized 
Vista Bauer & Black Telfa Cooper, William & Nephews 
Lavoris Company Pulvex Pet Care Products 
Beer & Wines Lewis-Howe Company Eberhard Faber Pencil Company 
Anheuser Buach Tums Electric Companies Advertising 
Kudweiser Keer Ludens, Ine Program 
Ballantine, P. & Sons Ludens Cough Drops Kahn, David, Ine. 
Ballantine Ale Maybelline Company Wearever Pens 
Carling Brewing Company Maybelline Eye Make-Up Polk Miller Drug Company 
Carling’s Red Cap Ale Mennen Company Sergeant's Dog Care Products 
Miller Brewing Company Electric Pre-Shave Seripto, Ine. 
Miller Higt fe Baby Products Scripto Pens and Pencils 


INDUSTRIAL SUBSCRIBERS 
YOUR SPECTAL QUESTIONNAIRE 


THE MAGAZINE OF MARKETING 
386 FOURTH AVENUE+ NEW YORK 16-N. Y. 


Industrial Subscribers to Get New, Special Marketing Help July 10 


Dear Subscriber: 


Our editors need your help to help you in cracking further through present 
barriers holding back industrial Ar and advertising executives from better 
planned marketing. 


Responding to requests from an increasing number of industrial sales-marketing 
executives, Sales Management for the past seven years has been digging deeply 
into industrial data to update reliably on a current basis Census and other 
marketing data. For 28 years Sales Management's Survey of Buying Power, issued 
May 10, has reported current sales, income and population data. It is almost 
the literal "bible" in the consumer field...in fact, is recommended on an ex- 
clusive basis by the Department of Commerce as the most authoritative, 


In the postwar years, the demands and needs of industrial sales and advertising 
executives for planning data comparable to that now made available in consumer 
fields have grown to their most intensive points. Many advances have been made 
so far and this includes the contributions of individual industrial publishing 
concerns, extensive private industry research of our own as well as greater 
pressure on the Department of Commerce. All of this has made our new July 10, 
"1957 Survey of Industrial Buying Power" most timely. 


If you'll turn to the following pages, you will see a full description of data 
Sales Management plans to present in its separate, independent, July 10, 1957 
Survey of Industrial Buying Power. We need your answers to key questions, 
Perhaps you will not be able to answer fully all the questions, but we urgently 
solicit your help. In particular, may we call your attention to question No, 8 
as we plan to correlate all requests on this subject for a presentation to the 
Department of Commerce and Bureau of Census. 


Sincerely, 


THE EDITORS AND RESEARCH DEPARTMENT 
Sales Management Magazine 


[Ore enornane 
' 
4 


‘B|— 


Here's new help 
for 
industrial 


| marketers 


INDUSTRIAL 


This represents the culmination of a 7-year pro- 


, ¥ | ject—dictated by the tremendous industrial ex- 
YING POWER pansion in post-war years and the market in- 
| formation needs of Sales Management's con- 

| stantly multiplying audience of industrial sales 

JOLT 16, 1957 | executives. We believe that the Industrial Sur- 


vey, with a separate identity and a stature of 
importance so rightfully its own, will mark a 
‘S] significant contribution to better planned in- 


51.00 
wa dustrial marketing. 


Your Special Questionnaire 


two-digit Census components do you now use in whole or in part? (Please list by two-digit 


two-digit Census components would you use when made available on an annual basis with 


from a Census base? (Please list by two-digit number) : 


than Census data (when made available) do you now use? 


ou now (yes no ) supplement basic industry data of this nature 


ANINIJOVNVAW S31VS OL NUNLIY “LUVd SIHL HOVL3IG 


of your own knowledge and experience to determine budgets, quotas, etc. ? 
| £ 


SALES MANAGEMENT 


ee 


INIWIOWNYM Ceaewe om; 


INawisevanvwes Satvee we oUt 


iT 


SUMMARY OF 


Industrial "Gross Sales" 


@ The gross sales (value of shipments) for 414 Four- 
digit Standard Industrial Classifications will be esti- 
mated by SALES MANAGEMENT as of Jan. 1, 1957 


(plus the corresponding 1954 Census figure). 


Industrial Employment 
(All SALEs MANAGEMENT estimates as of Jan. 1, 1957) 


@ Two-digit (Standard Industrial Classification) ‘ 
rankings of the 100 leading counties in each of the 
following: 

The 20 manufacturing categories (plus 1954 Census 
number of plant figures for each of these counties). 
Rankings of the 100 leading counties in each of the 
six major “service” industries (mining, contract 


construction, etc.) 


@ ‘Totals by states in all 20 manufa turing categories and 
six “service” categories plus 1954 Census state 


plant figures for the 20 manufacturing categories. 


>. Would you (yes no ) or do you now (ye 
with a check mark 
A. Setting sales quotas 
B. Determining industry concentration and/or 
C. Setting sales budgets 
DD. As an aid in determining advertising budgets 
FE. Setting up distributorships and/or sales territo: 


Fk. Determining plant distribution and assembly 


SIHL HOVi30 


G. Other purposes (please specify, if possible) 


current updated ba 


A. By the federal government: 


De How many difterent industries are you now active il 


A. Would you please list as many as possible ? 


AIN3WIOVNVAW S31IVS OL NUNLIU *“LUVd 


B. If you plan to enter, or to expand sales efforts 


number of suc h new field 
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Survey of Industrial Buying Power 
July 10, 1957 


6. In addition to these planned features by SALES MANAGEMEN' 


ndustry including publications like 


NEW FEATURES 


@ Four-digit (Standard Industrial Classification) indus 
try totals on employment for 414 manufacturing classi 


fications (plus corresponding 1954 Census figure) 


@ Industrial Potentials by Counties: Employment in each 
two-digit manufacturing classification for all U. S 
counties with 1,000 or more total industrial employ 


ment (plus total plants in these counties ) 


@ Industrial Potentials by Metropolitan County Areas: 
Employment in each two-digit manufacturing classifi 
cation for all 262 Metropolitan Areas 


PLUS 


@ Feature articles and illustrations on how industrial 
sales and advertising executives now ise » « OF A 
planning to use this type of information in market 


planning. 


no Ise these t pe ol data tor 


potenti il 


1¢s 


needs and lo ation 


would you like to ec developed 4 


what furthe: | trial est t mn i 
Saces MANAGEMENT 
1 selling to il gree? 
In new ind trie n the next 18 month piease name the 
7* 


Prepared lor Sales Management 
July 10, 1997 SURVEY OF INDUSTRIAL BUYING POWER 
(Preliminary Eotimetes) 


MACHINERY (Except Electrical) 


Standard Industriel Code 656 


7 
Wir Fit teiptars PSA nae 
“wi Internal Combuation Engines 


—Jesctore ond Form Mochinery 
re . 


zz Farm Machinery (exe, tractors) 


echt . 


HERE IS A SAMPLE LISTING— 
These new breakdowns will be 
carried in addition to the rank- 
pvewmne-tautee Macktncey | ings of counties accounting for 
Se ar eas majority employment. 


umpe ompreseore 
Elevators and Escalators 
Conveyors 

Blowers and Fane 

Industrial Trucks and Tractors 
Power tranemission 

Industrial Furnaces oe 
General industrial Mach,, #.¢.¢, 


Shr — Pig 
-omputing e hines 
“rn Typewriters 
Seales and Balances 


Office and Store Machines, .¢.¢, 


M . 
ela 
Laundry and Dry cleaning Mach. 
Sewing Machines 
Vacuum Cleaners 


o question No. 7. Now: in which categories do you believe the government Stand 


tions may be contusing, overlapping or misleading ... and would you like to see these 
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| part of this page and the previous two pages and ASE RETURN AS SOON AS POS 
PREFERABLY TODAY. THANK YOU 


LININIOVNVAW S3I1VS OL NUNLIN “LUVd 


John W. Hartman, Executive Vice-President 
Sales Management, Inc. 
386 Fourth Ave., New York 16, N. Y. 
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Door Makers’ Newest Rival: 
It's only a Breeze 


What is believed to be the first 
“doorless door” in New York City 
was installed in early April at Knick 
erbocker Federal Savings and Loan 
Association, 722 Lexington Ave., by 
Sulzer Bros. Ltd., one of several U.S 
firms offering this Swiss engineering 
development. 

Ihe first Sulzer installation in the 
U.S. was introdu ed several days be 
fore in a Philadelphia suburban supe; 
market. Sulzer Bros. began installing 
the “doorless doors’ in Europe in 
1952. Sales increases ranging from 
10 to 20%, the company reports, have 
been indicated by a number of Eu 


ropean stores using the equipment. 


The company reports a “sizeable 
number” of orders on hand in the 
U.S. 

A doorless doo is an invisible 


screen made up of all which moves 
slowly downward It acts as an in 
sulating wall protecting the interior 
of the building from outside weathe: 
conditions. It is operated by a series 
of adjustable vanes located in a ceil 


h which a cur ed 


beam of air is sprayed, falling in la 


ing grille throug 


ers outward and downward. 
[he air, sucked through a floor 
the full length or 


i entrance ; irried through a 


vrating that ins 


io) fi 


heating or cooling unit (depending on 
the season) afte being filtered and 
cleaned. It is then moved through 
ducts to the ceiling and recirculated 
Ihe filters catch all dirt, dust, grime 
is well as insects and prevent then 
trom entering the b ilding. 

Sulzer Bros. sees as prospects such 
businesses as department stores, banks 
super markets, showrooms, office build 
ings and all industrial organizations 
with a heavy flow of traffic. 

Advantages cited are increased flow 
ot trafh novelty of the “doorless 
doors,’ and the placement of sales 
counters closer to the window shop 
per which creates a definite influence 
toward impulse buying. 

Sulzer maintains the elimination of 
evolving and swinging doors does 
iway with accidents, thereby reduc 
Ing insurance Costs; heating and coo! 


ing costs are lessened ; display ure 


near the street are kept newer look 
ing longet loading and unloading of 
merchandise is facilitated; and rush 
hour pile ups are avoided. 

Ihe installation’s costs run fron 
$150 to $250 per square toot tor new 
buildings while in existing build nys 
ere is an approximate increase ol 
1s% Installations can be made in 


10 days When alterations are. re 


A DOOR OF AIR keeps this young lady smiling as a demonstrator tries to blanket 


her with man made snow. Keeping the snow out is a new “doorless door” 


installation by Sulzer Bros. Ltd. This door of air eliminates traditional doors and 


protects and insulates building interiors against outside weather 
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quired howeve if sometime takes 
trom 3 to + weeks. Yearly electrical 
costs lor operation average S45, 
Peeping Toms who hope the new 
‘air doors” will provide the same vis 
ual delights prov ided by tun house an 
guns are due tor a disappointment 
Ihe breeze created by the wall of ai 
is so gentle it won't disturb a hair on 
one’s head nor W I] it eve Luise l 


lady's skirt to rile ip 
} 


Parents 


MAGAZINE & FAMILY HOME OLIDE 


6 Months 
Advertising 
Revenue 
in its 
History 


18% GAIN 


1,700,000 


CIRCULATION 


Attention! 
MAGAZINE PUBLISHERS 


We offer you full facilities plus 
centralized location for printing, 
binding and mailing your peri 
odical publication, either sheet 
fed multi-color letterpress, off 
set or web-fed offset. Ample pa 
per supplies available 


For detailed information, write 


M. F. A, Publishing Department 
204 South 7th, Columble, Missour! 


Please help us anticipate 


Pressure for additional copies 
of 1956 SURVEY OF BUYING 
POWER became so intense by 
November that Sales Man- 
agement, in full-page adver- 
tisements, offered to “buy 
back” used copies to at least 
partially meet demand of ad- 
But We Will BUY Them vertisers and agencies for 

additional copies. Ad on left 


Sorry, 
No More 


“Surveys” 


Again, we've run compleesly ous of copies of tha cunsene (May 08; 1908 pulled 66 replies . . . only 

see NE oer, Som year we ene 0G ee ee ee 

) laiedieala ers a i subscribers were willing to 
. relinquish their copies. 

i plete copic Il be glad to pay 


V. Kohl, Subscription Mgr Gales Monagenent Fourth Ave., New York 16, N. Y nF 
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MARKETING MEN 


Who Have to Know... 


© ¢ «© What trade and industrial exposi- 
tions are planned. 


© © © What events are taking place in 
their industry. 
Alert sales 


conferences are being scheduled in their fields so that 


executives should know what conventions and 


they can assign salesmen for effective contact and to keep 


threast of new developments 


To launch a new product to expand markets, it’s vital that 
marketing men know about shows in theirs and allied 
industries. New events are constantly being planned 

events that could be important to company’s marketing 


program. 


* ¢ © How to route salesmen better. 


I i] make 


routed away from cities that are choked by conventions 


sulesmen’s time productive, they have to be 


outside their fields, or routed to cities where conventions 


important to them are scheduled 


¢ ¢ What allied fields are doing. 


Often the tip-off on trends and new competition come up 
at meetings of allied industries. It’s important that sales 
executives know of these events and have them covered 
for new developments, new ideas and market expansion 


And to Know These and Other Answers Fast 
Use “Directory of Conventions and Trade Shows” 


If it takes more than a few minutes to get answers to what is taking place 
where in any industry or profession, you and your staff are wasting valuable 
time. You ean get all the answers—accurately and immediately—with Directory 
of Conventions and Trade Shows. This authoritative reference volume lists 
business and professional events in United States and Canada months and years 
in advanee. You can eheck dates and places of all your important conventions 
and shows they are all listed by state, city and date, and cross-indexed 


by industry 


Did This Ever 
Happen to You? 


No Sales ( iltee Should 
Be Without This Ready 


Reference to Events 


You planned a sales meeting 
and on arrival at the hotel 
found the hotel and rest of eity 
choked by other conventions 
It’s as important as your tele- 


book, It 


posted on what is going on. 


You could have known of this 


ituation in advan 
, ‘ ae phone keeps you 
You plan a otrip to see im 


portant prospects and arrive to 
You can check dates or loca- 
learn that your prospects are 
away at a convention that you tions of important events in- 
should he ‘ : 

tould have but didn't know stantly. It provides names and 


about Your secretary could 


hat ‘ ‘ he ‘ he d this lor you ina addresses of executives m 


minute charge of every event. 


SPECIAL NOTE Make sure your company library has a copy of Directory of Conventions 
and Trade Shows e book important to Sa 


events reference tcam, eng 


, it is valuable as an 
cers and production people who must 


keep abreast of important meetings, expositions and conferences 


HERE’S HOW TO GET YOUR COPY 


You can start your subscription immediately by simply writing the word “Directory” on 
i] SALES MERTINGS, 1212 Chestnut 
St.. Philadelphia 7, Pa. You will be billed later at 812 « year for four quarterly issues 


you siness card and mailing to: Subseription Dept., 


Your seubseription ts covered by a money-back guarantee 


Here’s What the 
Directory Contains 


1. Conventions and expositions 


listed by city and date. 


ws 


Type of group (interna- 
tional, national, regional or 
state). 

3. Whether exhibits or ban- 
quets are included at mect- 
ings. 

1. Estimated attendance. 


Name and address of execu- 


tive in charge of event. 
6. Cross index of events by in- 


dustry or profession. 


America’s Leading 
Directory of Conventions 
And Trade Shows 


OVER 18,000 EVENTS 
LISTED ANNUALLY 


SALES MANAGEMENT 


Nice Little Growth Firm 


(continued from page 31) 


to recognize your company as a ‘known 
quantity’ warranting regular atten- 
tion—rather than being exiled to the 
information’ file. The 
minimum market reaction to any in- 
Nuence is ¥g of a point or 12, cents 
in potential capital gain as against 
the penny-size cost of a financial com- 
munity and stockholder relations pro 


‘insufficient 


gram.... 

“Keep in mind: dn \% of a point 
gain on 1,000,000 shares, because of 
a fair and accurate market appraisal, 
is worth $125,000 to your stockhold 
ers.” 

Calculated on the Aero- 

1,101,852 shares outstanding, 
an increase in its case would be 


basis of 
quip’s 
such 
even larger. 


The Wall Street type humor of 
which Hurst is fond includes a stuffed- 
shirt company’s report that ‘1957 


may be more competitive than 1956 
Synthetic may effect 
sales but your management feels it is 
fully prepared to face these problems 
with confidence 


disc overies our 


realistically and as 
to the outcome.” ‘The meaning 
which Hurst never expects to have to 
conceal in fancy is simply 
“The competition is away ahead of 


We may go out of business.” 


one 
words 


us. 


Customers, Competition 


“Our industrial, aircraft, and 
other divisions serve some 2,500 
major customers and we also sell 


through 700 U.S. and numerous for 
eign distributors. In addition, we 
have a sufficient amount of replace 
ment sales to the customers of our 
equipment manufacturer 
Automotive, farm and other specialty 
account for the of 
sales.” Hurst observes false 
crecy regarding competitors, and pub 
licly mentions Weatherhead Co., 
Cleveland; Anchor Coupling Co., 
Libertyville, Ill.; Flex-O-Tube Co,, 
Detroit; Resistoflex Corp., Roseland 


customers. 


houses rest our 


no se 


N. J. But in each case he sees the 
area of overlap as ‘only partial.” 
Ir is unlikely that William 


Rogge, industrial sales manager, with 
a staff of 65 sales engineers, or Dogan 
Arthur, aircraft sales manager, with 
40) sales engineers, will be allowed the 
luxury of rushing headlong into any 
tempting marketing opportunity with 
out prior consideration of profit and 
cost control. 

As an example of carefully planned 
sales expansion Hurst points to new 
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Aeroquip warehouses in Dallas, ‘Vex., 
and Paterson, N. J. By contrast, he 
cites the case he has heard of where 
a sales manager wanted a new ware- 
house simply out of vanity because 
the competition's sales manager was 
getting one, 


Products Produce Sales 


In Hurst’s marketing strategy the 
right product at the right place at the 
right time is so much more important 
than that 
manager sits—except by occasional in 
on the corporate policy 


who sells it neither sales 
vitation 
committee, one function of which is 
to predetermine volume in the light 
of profits. Of 14 at the 
firm’s 1957 industrial sales meeting, 


addresses 


product or policy information crowd 
ed out the subject of the sales tech 
all but two talks, one on 
service, the other on merchandising. 
Advertising was the only non-product 
subject on the agenda of the Aircraft 
Sales Division’s 1957 meeting. 

Staff exploits do not have the place 
in Hurst’s repertoire that he gives to 


nique in 


the products’ adventures. He loves to 
tell of buses 
‘“‘poo-poohed”” a customer's specifica 
that a couple of dozen new 
for the Denver area must be 
outfitted with Aeroquip hose lines. 
When buses outfitted with another 
type arrived, the customer ripped these 
out, installed Aeroquip products and 
deducted the total cost from the bill. 

Although normal procedure puts a 
ceiling on the upward influence of 
personnel, their responsibility 
has been extended downward in 
clude “seeing to it that deliveries are 
made.’ Under a “schedule of execu 
tive approvals required,” plants may 
seek the head 
quarters-directed programs of adver 
tising, purchasing and engineering. It 
is not anti ipated that very much will 
be heard from the sales departments 
in these regards. Under a budget ap 
proved by the corporate policy com 
mittee, 306 =advertisements were 
placed in fiscal 1956 compared to 279 
in the year before. Full-page and 2/3 
page insertions in business magazines 
are the chief promotional vehicle for 


how a manufacturer 
tion 
buses 


sales 


to 


to influence normal 


Aeroquip’s industrial products. 

In to the restricted role 
Aeroquip’s two sales executives exer 
the most 
profitable volume, Wayne G. Eng 


contrast 


cise in predetermining 


GOING? 


22nd INT'L 
DISTRIBUTION 
CONGRESS 


National Sales Executive, Inc. 


Los Angeles 
June 4-7 


LY Whlele 


on United, Fast, comfortable. 
Arrive relaxed and ready. 
United links 80 cities coast 

to coast, offers schedules 
around the clock and fares that 
include economical half-fare 
family plan. For information 
and reservations, call United o1 
an authorized travel agent. 


LY UNITED 


from Los Angeles and join other 
N.S. E. members on a custom 
planned post-congress tour to 
Hawaii. Fun for all 
than you think. Just mail the 
coupon below for complete details. 


costs less 


« 


POST-CONVENTION TOURS 

Att. M. M. Mathews 

UNITED AiR LINES 

36 S$. Wabash, Chicego 1, Il 

Please send me complete Hawaiian tour 
information 

Name 

Address 


City Zone State 


WM tax 


Insurance 


protection P 4 
. yy 7 
“ o f 


most 2. Ff 
‘ yf 
important aS ff 


ACCOUNTS 
RECEIVABLE 


Don't drop insurance protection 


when you add your profit and ship 


When a shipment is made—title passes—and you create an account 
receivable. You are more certain of the end result—PROFIT—when 
you protect accounts receivable with Credit Insurance. That’s why an 
increasing number of executives have decided that NO cycle of protec- 
tion is complete unless capital invested in accounts receivable is insured 
by ACI. To learn more about Credit Insurance, call our office in your 
city, or write AMERICAN Crepit INDEMNITY COMPANY of New York, 
Dept. 59, 300 St. Paul Place, Baltimore 2, Maryland. 


Liquidity of capital is the 
prime responsibility of management. 
Protect your working capital 


invested in accounts receivable 


with ‘. 
" American 

Credit 
insurance 
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lish, treasurer, is a permanent mem- 
ber of the policy committee. High on 
the list of Hurst’s numerous advisers, 
English has been with the firm only 
two years but he is given credit by 
Hurst for adeptly avoiding making 
decisions that are not his responsi- 
bility, yet always managing to be at 
senior executives’ elbows with facts 
and analyses that rule out profit- 
destroying, customer-losing mistakes. 

An example of an economy move 
worked out for Hurst by English was 
the recent transfer to division status 
of four of Aeroquip’s subsidiaries. 
‘The president has been delighted to 
find that ‘We can now maintain one 
central fund of cash to supply the 
needs of these four operations. “This 
results in an appreciable reduction in 
the company’s total requirements for 
cash on hand and permits transfer of 
funds between operations without tax 
payments, 


Prima Donnas Out 


“Naturally, English’s qualifications 
as treasurer were what counted in 
selecting him,” notes Hurst. “This 
is true of any other executive. We do 
not expect to find newcomers with a 
background of inter-departmental co 
operation in the same degree as we 
But anyone who did not 
quickly develop the ability to worl 
on a team would not last.” 

The interlocking roles of the treas 


practice it, 


urer and other executives are illus 
trated in the recent development of 
the new “Super Gem’ fitting for 
Aeroquip’s ‘Teflon hose. 

Initially the problems to be met 
by the new fastenings were discussed 
by Aeroquip’s design engineers with 
the sales and service engineers, who 
try to be alert not only to customers’ 
needs, but to their customers’ needs. 
‘The plant engineers worked out sey 
eral possible prototypes. “These were 
laboratory -simulated 
operating conditions. “he most prom 
ising model had possible sources of 


tested under 


trouble corrected and samples were 
then furnished to prospective users 

Enter Kent R. Manning general 
manager of the Jackson Division. He 
began making room in his budget for 
production of the new fittings. ‘he 
budget is the responsibility of the 
general manager of each division or 
subsidiary, but is far from being a 
solo job. Manning began by calling 
upon his sales engineers for their 
estimates of expected sales volume 
and price range, just as he does re 
garding each established product prior 
to the beginning of the fiscal year, 
October 1. 


SALES MANAGEMENT 


- : “ 
Next Manning called his plant ac j MV /} . zl 
counting department into the picture fj Pst 
They obtained any necessary addi Y/ , YO IR b d 
tional information from productioi “ ran 
and purchasing and produced accurate V/, . | 
estimates of equipment, manpower! Vy d 
and facilities required as well as the V4 Was advertise 
handle projected demand. Since this : pe - 
was an important new product, and in 39 cities 


was also to be produced by the West 
ern Division plant, Burbank, Cal., it 


was subject to the surveillance of the 


inventory that should be built up to 


corporate policy committee, 

Sesides Hurst this group in | ides 
his closest companion, Benjamin A 
Main, Jr., vice-president in charge 
of engineering, the treasurer, the se 
retary, the chief industrial engineet 
and the five general managers. ‘The 
sales managers and other staff men 
bers may be invited to participate 
when their areas are directly con 
cerned. Meetings have long been held 
at the different plants as occasion re 
quired. Since November, 1955, these 
and other contacts have been expe 
dited by Aeroquip’s 195-mile-an-hour 
twin-engine Aero Commander 560-A, 
a product of one of Aeroquip’s cus 
tomers, Aero Design and Engineet 
ing Co., Bertha: Okla 


Ike Likes I+ Yes—some brand names were advertised in newspapers published in more 


With a 1,001 p rar than 39 cities today . . . and some have been “‘skunked”’ all season. It pays 
a J-1TNi LE ionstop range “ 


the plane is publicized as the same the sales department and the salesman to know just how well accepted their 


type President Eisenhower sometimes brand is with dealers. And it pays the adman and the agency to know, too, 

uses and is piloted for Aeroquip bi It’s a simple matter to find out. More than 1100 firms do it with ACB 

Donald Westtall who assisted on sey Reports like these: 

eral of the chief executive's flight 

during the 1952 election campaign 

On a typical day in which Westfall RETAIL STORE REPORTS 

assembles the corporate policy com Provide accurate check-up of ports can show lineage; cost of 

mittee he may also have engineers and dealer tie-in advertising covering — space; city; publication; sales ter- 

sales engineers to whisk from one your own and/or competitive ac ritory; dealer name; product and 
counts. A widely-used service price advertised; mats used; totals 

plant to another ¢ oO Intervening for determining sales policy and and percentages, ACB Reports 

cities directing salesmen’s efforts. Re- are better than 95% accurate 


Highly satet on Ous Westfall 


had a duplicate set of instruments in 


MAT ANALYSIS SERVICE 


stalle the plane in case of mishap. 

led in plan Y" ‘ I Gives you a detailed report, plus — prevent mat wastage by showing 
But he miscalculated the risks in tear sheets of all your mats used you the type of advertising which 
volved in letting his picture and meas by dealers and thereby helps is most popular with dealers 
urements appear on the cover of 
\eroquip’s house organ “The Flying TEAR SHEET SERVICE 

t 19.000) stort if , 

\ circulation | \ orm ¢ lear sheets are the basis of all complete pages and show posi 
protest broke in the torm of lettet research in af Mt advertis- tion, full headline information 
from male readers demanding contin ing. ACB can furnish tear sheets Gives you sang se activity 
ance of the previoush inbroken line containing advertising ot any names of active dealers; test cam 

\ specified dealer or national ad paigns; current pricing policies 
of cheesecake covers a vertising. ACB tear sheets are competitive claims; ete., et 

Iheoretically, the “art” represents 
employes « Aeroquip or its custom 

ploy f Aeroquip o . 3 ADDITIONAL 1) additional services are available. Described in ACB Catalog sent 
ers, but to justify the recent inclusion SERVICES: free on request, or contact nearest ACB office 


of a nameless model in a Janzen bath 
ing suit, Hurst explains that the suits 


are shipped by trucks and Aeroquip The Advertising Checking Bureau, Inc. 
hoses are probably involved. a New York (16) 79 Madison Ave. + Chicage (3) 18S. Michigan Ave. + Columbus (15) 

With the growth of Aeroquip’s 20 South Third St. + Memphis (3) 161. Jeflerson Ave. + Sam Francisco (5) 51 First St. 
product line, problems of pricing 


market selection. advertising and dis ACB READS EVERY ADVERTISEMENT IN EVERY DAILY NEWSPAPER 
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tribution—all in the area of policy’ 

have become highly complex. ‘The 
committee might quickly become lost 
if it were not for good cost data. Such 
figures are never more than 10 days 
when they is 
sue from the headquarters data prov 


old—often much less 
essing battery leased from Interna 
tional Business Machines Corp. Divi 
sional auditing procedures are kept 
standardized by committee agreement. 
Since automation has not yet reached 
the plant accounting level, invaluable 
coordination is maintained by a tray 
eling comptroller responsible to the 
treasure! 

Before the corporate policy com 
mittee's meeting on the new fittings, 
young Vlanning sat down with 
the treasurer as does any general 
manager preparing to 
budget matter to that body. 


present a 
english 
and Manning went over the figures 
point by Aero 
quip's financial health, business gen 


point: the state of 


erally, past volume, present volume 
and forecasts, headway and the lack 
of it, by industry, by customer, by 
division 

Despite the heavy financial em 
phasis Hurst has imparted to Aero 
quip's operation, the intention is not 
to base sales decisions solely on fiscal 


data Sometimes the committee lets 
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influence 


GreeHsbore / 
y News and Record _ 
GREENSBORO, NORTH CAROLINA 


ysis the size we use for the Growing Greensboro Market” 


Brush up on some statistics and paste up some new 
sales records in Greensboro’s rich 12-county ABC Re- 
tail Trading Area! It has one-sixth of North Carolina’s 
population and accounts for one-fifth of its retail 
sales! The Greensboro News and Record with 400,000 
readers (over 100,000 circulation) covers this diversi- 
fied market like enamel covers teeth! 


Only medium with dominant coverage in the 
Growing Greensboro Market and with selling 


over half of North Carolina! 


tose 
— 
- 
a —— 
ee ee 
Mie 
* 
me » 
os 
- 
eee — 


Represented by Jann & Kelley, Inc. 


commercial considerations outweigh 
the profit picture of the moment. But 
members insist on adequate data tor 
assessing the dollars and cents in 
volved in each possible course. Ulti 
mately, each operation is to stand o1 
fall on “fair return on assets em 
ployed,” without regard for such con 
siderations as whose feelings may be 
involved. Currently, Aeroquip’s sub- 
sidiary, Gseneral Logistics, producing 
cargo handling equipment, straps and 
Aero 
Ltd., just emerged 
from this position. 


webbing, is “being carried.” 
quip (Canada) 


How is the profit motive instilled 
effectively below the owner level? As 
Manning and English presented their 
joint profit plan on “Super Gems” to 
the policy group, here is what was in 
the back of all minds, including their 
own: All personnel, except those cov- 
ered by union contract, participate in 
the executive’s deferred-compensation 
plan or the other 
sharing 


echelons’ profit 
Bonus pay 
ments are based on profits expressed 


arrangement, 


as a percentage return on assets. Since 
figures from all operations are con 
solidated for this purpose, budgeting 
for the various divisions and sub- 
sidiaries is determined by where the 
money will do the most good. 
Careful attention to economy and 


financial condition is encouraged by 
the fact that the bonus is based on the 
percentage return on capital invested. 
While aiming at increased dollar vol 
ume, those responsible for each opera- 
tion see that such assets as inventories 
and cash requirements are kept at a 
minimum. In addition to a healthy 
decline in the ratio of inventories to 
sales, sharp quarterly fluctuations of 
prior years have diminished markedly. 

Having as a common goal the con- 
stant improvement of these figures 
keeps the policy committee flexible. 
‘This may mean that a division will 
increase its profits on reduced inven- 
tories and the capital thereby released 
from its account or warehouse will be 
applied to an operation in some other 
division. “This may even be done at 
the instigation of the first division’s 
general manager since the bonuses are 
based on consolidated results. 

While awaiting the committee's 
approbation of its new hose fittings, 
the production department established 
eficient plant procedures. As soon as 
Manning received the green light 
from his fellow executives the neces- 
sary new tools and gages were fabri- 
cated or procured. By the time the 
sales engineers were reducing nebu 
lous demand to signed orders produc- 
tion had begun under the watchful 
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An nn yin 


KESTACKS”... COUNT ’EM! 


And how those stacks are smokin’! Down at their 
= business end you'll find the 389 diverse industries 
that help make the South Bend market one of the 
Nation’s richest. Of these 389 companies, 144 em- 
ploy 25 or more people. Obviously, no single con 
cern dominates the South Bend market. That makes 
for stable prosperity! Saturate this market, Indiana's 


- 2nd, with one newspaper. Write for details 


a 


— att 


ae Che 


( 
—_— = 


l 


. Y-- 
Nn 


Soulh #end 


Cribune 


Franklin D. Schurs — Editor and Publisher 
STORY, BROOKS & FINLEY, INC. 


The South Bend, ind. Market 
7 Counties, 1/2 Million People 


* NATIONAL REPRESENTATIVES 


eye ot q ality control I his ty pi al 
new product story ends with customers 


like Harlow Curtice, president, Gen 


eral Motors Corp., and Edward V. 
“Eddie” Rickenbacker, president, 
Eastern Air Lines, Inc., meeting at 


(GM ’s Allison Division to admire an 
Allison ‘1 


lizing Aeroquip ~ Super 


56 ‘Lurbo-prop engine uti 
(jems” and 
hose lines 

Policy committee me mbers are kept 
up to date on all projects by the com 
wide distributing 


pany practice ot 


minutes of each plant’s own meeting: 
to management and all general man 
Dramatic e 


urer’s ability to meet the 


vidence of the treas 
10-working 
which 


agers. 


day deadline during each 
month’s consolidated reports are made 
available is to be found in an instance 
of close timing when Aeroquip com 


‘| he New 


mon attained listing on 
York Stock | xchange August 1] 
1955. At the suggestion of his finan 


Hurst 


al p iblic relations counselor 


had settled for this date so that 10 
days of grace after the closing of 
July’s books permitted Hurst to go 
before The New York Society of Se 


st 10 with an 
tor a 


on 


vi 
Augu 


curity Analysts 
! te basis 


up-to the-minu predic 
tion that per share earnings should be 
about $1.50 for the vear lL hev were 
actually $1.43 
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Big Board” listing for AQP, a 
calls it, had followed list 
American Stock | 
1954 an ©) 
rapidly produced a 75% 

Additional listing 
Hurst al 
similar to those discussed in Should 
You List Your Stock?” Sates Mas 

AGEMENT, January 15, 1956: higher 
market appraisal market anc 


bid and 


the ticker 
lhe 


in’ February 


} 
ing on change 


ent whicl 
mcrease if 
its trading activity. 


advantages mentioned by 


ready 
narrowe! between 


ask’ 


spread 


for small shareholders desiring 


to sell, readier sale of large blocks, a 
well as a favorable climate for fur 
ther stock offerings stockholder con 


fidence, and prestige. 
Aeroquip has no funded debt and 
Lhe firm 


borrowing 


owes $2.5 million to banks. 


loan agreement permits 
million 
“Tt looks as though there are 


people 


not to exceed $4 
som 
including several newspaper 
and certain politicians who would 
like to talk 


recession 


our countrs right into a 


Aeroquip’s president com 


ments. “Our firm is not afraid of the 
natural adjustments ip or down 
which are inevitable in any free econ 


omy 


We have faith 


there are 


in people. A 


long as people willing to 


work to earn money so that they car 
spend it on the bette: things n life 
there will be an ever-increasing de 


and tor goods which over the long 


run will assure a sound, prosperou 


CCODMOTTNY 


I his substantiates the outw ird ap 


pearance that \eroqu wu has emerged 
as a “growth” rather than a “specu 
lative ecurity Thi also. borne 
out by the tact that Hurst has not 
sold any stock since the first public 


offering at $4 per share in 1950, [ex 
pt that the Hurst family ha 


1,370 shares to the Hurst Foundation, 


given 


a charitable trust, in which the family 
has no beneficial interest 
some men are content to retire 


vhen they have made their millions 


} 


Sut Hurst, whose best friend is an 
engineer, appears bent on taking on 
new re ponsibilitie kor ex imple 
Hurst told shareholders at the 1957 
innual meeting 


With respect to our most recent 


icquisition, Greneral Logistics, we do 


not expect to he howing a profit thi 
\eroquip acqu red Cyeneral la t 
S790 O00 


Cat 


car tor It consisted mainl 


of one key man and an idea—-tor pro 
ducing cargo net ised to tie down 
loo e load on veh ( le \ H irst 
and his family look at thei elf won 
$4 million equity, who could appre 
iate more than the the power of 
dea?’ 
The End 
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RETAIL TRADE FORECAST FOR MAY: 


A Four Percent Gain 
By DR. J. M. GOULD, Research Director 


Sales Management's Survey of Buying Power 


SS SSS Sees sa eeeere 


19 29 30 3) 392 33:34 95 46 37 36 99 40 4) 42 43 44 45 46 47 48 49 50 5) 52 


Lhe volume of retail trade in May 
will probably total $16.9 billion, reg- 
istering a tour percent gain over last 
May. While about half of this gain 
represents price change, the fact re 
mains that no retailing decline has 
made an appearance so far this year. 


‘The three-month cumulative totals 


shown in the Retail Box Score below 


show a four percent gain for the first 
quarter, and is heavily weighted by 
the seasonally affected low March 
volume. Easter shopping occurred in 
April in 1957 as contrasted with 
March of 1956. This is why apparel 
sales in March appeared to suffer a 
sixteen percent loss. When the April 
figures are released and included with 


the first quarter, the combined results 
of a good Easter shopping period, 
plus a fair revival of automotive buy- 
ing will probably add up to an over- 
all five percent gain over 1956. 

So, despite the evidences of a taper 
ing off in the rest of the economy, as 
revealed by a six-month plateau in 
industrial activity, plus continued de- 


Retail Sales Box Score 


Food 

Eating & Drinking Places 
General Merchandise 
Apparel 

Furniture & Appliances 
Lumber, Building, Hardware 
Automotive 


Gasoline Service Stations 

Drug & Proprietary 
Pr ¢cetkee ener ere 
* Includes data for kinds of businesses not shown in above nine categories. 


3-Month Totals 


$ Millions 

1957 1956 

11,538 10,902 

3,288 3,239 
4,110 4,197 

2,319 2,391 
SE re 2,344 2,326 
2,657 2,740 

9,208 8,751 
3,350 3,074 
1,443 1,389 

jekut wel euew eb eet 44,895 43,146 


March 


% $ Millions % 
re 1957 1956 


5.8 4,085 3,939 }. 3.7 
15 1,137 1,114 1 2.1 


2.1 1,506 1,648 8.6 
3.0 840 1,003 16.3 
0.2 814 808 +- 0.7 
0.3 991 1,056 6.2 


5.2 3,263 3,195 +. 2.1 
9.0 1,146 1,078 +- 6.3 
3.9 488 479 + 1.9 


4.1 15,813 15,864 0.3 


86 


SALES MANAGEMENT 


clines in housing retailing in 1957 


will probably register another ad 
vance (albeit a small one over the 
preceding year. 

As was the case last vear, the most 
lynamic components are sales of food 


stores drug stores, and gasoline sery 


ce stations, ‘The gains in tood store 


sales reflect in part the tendency for 


super markets to handle more non- 
tood items plus the additional three 


million extra mouths to feed this veat 
plus the continued upgrading of con 
immer tastes. Also, the tendency to sell 
ore and more packaged and trozen 
toods adds to the dollar volume in 
olved. Similar factors appear to un 
derlie the favorable drug store per 
tormance, while gasoline sales reflect 
the cumulative gains in the numbet 
ot cars on the road each year. ‘hus 
gasoline sales continued to soat in 
1956 which was a relatively poor au 
tomotive year, 

Department stores generally expect 
to enjoy substantial gains (of the o1 
der of five percent) as soon as tavor 
able spring weather turns up. ‘The 
only retail lines that appear to be in 
trouble are furniture and appliances 
and lumber, building materials and 
hardware, both affected by the de 
cline in residential construction which 
has now extended over two years. 


‘ 


We would like to call the attention 
of our readers to the consistently bet 
ter sales performance of the Canadian 
cities listed here, in which sales have 
bettered the U. S. performance by 
tour to five percent every month over 
the past year. “The Canadian. and 
U. 5S. economies are closely linked 
and, while the Canadian boom. is 
sparked by a huge capital investment 
(in large part representing U.S. busi 
ness interests) in Canadian mines, 
mills, and factories, the fact that there 
are no signs of a slackening of the 
hectic growth rates of recent years 
may have some special significance for 
the U. S. business picture. 

Among the states expected to report 
better-than-average performance for 
this May as compared with last May 
are: 


Alabama Florida 
Arizona Nevada 
California New Mexico 


Oregon 
‘The leading cities, those with a 
City-National Index well above aver 
age are: 


San Diego, Cal. 119.8 
San Jose, Cal. 117.2 
Appleton, Wis. 115.8 
Cjalveston, ‘Texas 113.9 
Sacramento, Cal. 113.5 
Mobile, Ala. 112.8 
Orlando, Fla. 112.8 
Lawrence, Mass. 112.1 


MAY 3, 1957 


‘Trenton, N, J. 112.1 


Phoenix, Ariz. 109.9 

Miami, Fla. 109.9 

Savannah, Gia. 109.7 

st Petersburg, Fla LO8.7 
7 


Sales Management's Kesearch Depart- 
ment with the aid of Market Statistics 
Inc., maintains running charts on the busi 
ness progress of 302 of the leading mar 


ket centers of this country and Canada 


Monthly data which are used in th 
measuring include bank debits, sales tax 
collections, Department of Commerce sur 
veys of independent store sales, Federal 
Reserve Bank reports on department stor 


sales 


The retail sales estimates presented 
herewith cover the expected dollar figure 
for all retail activity as defined by the 
Bureau of the Census. The figures are 
directly comparable with similar annual 
estimates of retail sales as published in 
SM's Survey of Buying Power 


Three Index Figures Are Given 
the first being “City Index, 1957 vs 
1948 This figure ties back directly to the 
othcial 1948 Census and is valuable for 
gauging the long-term change in market 
It is expressed as a ratio. A figure of 
400.0, for example, means that total retail 
sales in the city for the month will show 
a gain of 300% over the same 1948 
month. In Canada the year of comparison 
is 1951, the most recent year of official 


sales Census results 


The second figure, “City Index, 1957 
vs. 1956” is similar to the first except 
that last vear is the base year. For short 
term studies it is more realistic than the 
first, and the two together give a well 
rounded picture of how the city has 
grown since the last Census year and how 
business is today as compared with last 


year 


Phe third column “City-National In 
dex, 1957 vs 1956, relates the city’s 
changes to the total probable national 
change for the same period. A city may 
have this month a sizable gain over the 
same month last year, but the rate of 
gain may be less—or more than that of 
the nation. All figures in this column 
above 100 indicate cities where the change 
is more favorable than that for the U.S.A 
The City-National Index is derived by 
dividing the index figure of the city by 
that of the nation 


The Dollar Figure, “$ Millions,” gives 
the total amount of retail sales for the 
projected month Like all estimates of 
what is likely to happen in the future, both 
the dollar figure and the resultant index 
figures can, at best, be only good ap 
proximations, since they are necessarily 
projections of existing trends. Allowance 
is made in the dollar estimates for the 
expected seasonal trend and cyclical 


movement 


The index and dollar figures, studied 


together will provide valuable informa 


tion on both rate of growth and actual 
size of a city market 


hese exclusive estimates are tully pro 
tected by copyright. They must not be 
reproduced in printed form, in whole or 
in part, without written permission from 
SALES MANAGEMENT, IN 


Suggested Uses for These Data include 
a) special advertising and promotion 
drives in spot cities (b) a guide for your 
branch and district managers, (¢) revis 
ing sales quotas, (d) checking actual per 
formances against potentials, (¢) basis of 
letters for stimulating salesmen and fore 


stalling their alibis f determining 


where drives should localized 


*% Cities marked with a star are Pre 

ferred-Cities-of-the-Month, with a level 
of sales compared with the same month 
in 1956 which equals or exceeds the na 


tional change 


RETAIL SALES FORECAST 
(S.M. Forecast for May, 1957) 
City 
City City Nat'l 
Index (Index Index 5 
1957 1957 1957 (Million) 
vs vs vs May 


1948 19% 1956 1957 


United States 
157.2 


104.0 100.0 16,907.00 


Alabama 162.3 108.3 1041 218.72 


& Birmingham 1496 1046 1006 41.99 
& Florence-Sheffield 
Tuscumbia 196.3 1118 107.5 7.17 
Gadsden 138.0 100.7 96.8 5.88 
& Mobile 194.0 117.3 1128 22.08 
Montgomery 176.7 103.1 ~1 15.09 
Arizona 211.9 1116 107.3 114.74 
& Phoenix 210.1 1143 109.9 35.95 
& Tucson 214.4 1049 1009 19.28 


Arkansas 1347 96 958 120.17 
Fort Smith 148.9 "3 94.5 7.64 
Little Rock 153.2 wa WS 271.18 


California 1591 1044 1042 1,715.% 
w& Bakersfield 194.0 1092 105.0 18.18 
Berkeley 1%.0 1037 W7 13.24 

& Fresno 172.3 1056 10L5 26.45 
& Long Beach 202.0 110.3 106.1 51.51 
Los Angeles 168.4 1028 96.8 327.60 

& Oakland 1427 1106 106.3 64.% 
Pasadena 104 1028 WE 23.60 

& Riverside 2247 116 107.3 11.49 
& Sacramento 2242 1140 1135 43.88 
San Bernardino 1756 6 929 14.% 

tw San Diego 227.0 1246 1198 68.82 
& San Francisco 1291 1049 1009 110.19 
& San Jose 257.9 1219 1172 $1.49 
Santa Ana 2582 10339 W9 14.40 

& Santa Barbara 1466 10865 1043 8.93 
& Stockton 160.0 1095 1053 17.39 
Ventura 113.2 5 24% 5.31 
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RETAIL SALES FORECAST « 
. " See the Survey of 
Power f 
Selling With ful peplation, sales 
and income data 


IMPACT! FOR MAY, 1987 


High income — heavy If it's in the Advocate 


spending families make New you're selling Stamford 


London one of Connecticut's RETAIL SALES FORECAST 


leading big city markets, And a i oa ar $23,345,000 


THE DAY, New London's V ony 

only daily newspaper, gives d ~~ oy oe AUTOMOTIVE SALES 

you the direct impact you ; Index Index Index y 

need to sell this rich market ld 1957 sated (item) 

vs vs May 

THE DAY saturates New 1956 1956 1957 

London with 95.6% penetra 

tion of the 66,547 ABC City worth of business! Advertisers 

Zone, You'll get real sales who want a share of this business 

impact when you use THE Colorado 169.7 100.7 175.44 vet it with the Advocate’s un 

DAY to sell New London Colorado Springs 272.7 94.1 12.98 


Che Day 


& Pueblo 102.3 10.12 
, Stamford Advocate 
NEW LONDON, CONNECTICUT 4 P 
Notional Representatives Connecticut 17 302.0 STAMFORD, CONN. 


GILMAN, NICOLL & RUTHMAN Bridgeport 136.9 100.1 
Hartford 160.6 107.6 Represented by 
Middletown 164.1 107.9 


Stamford is a great automobile 


market—-gas stations do $5,708,000 


matched 97% coverage of Stamford 


homes 


The Julius Mathews Special Agency, Inc. 
Meriden 


Wallingford 165.6 
New Haven 154.1 


it won means os se MIDDLETOWN 
$25,113,000 aie 
Delaware if 07 3 9.33 
Norwalkers Are ee oe ) Preferred 
Eager Ad Readers _ istrict of Columbia _ $4,407 


121.2 97.4 } 
1212 97.4 93.7 Sales Per Family 


Buying Power 


With $&,14% ye income, families Washington 
in’ Norwalk Ito Westport, Wes 


Only three counties in rich Connecticut top 
ton, Darien, Ridgefield live extra well, 


$4,400 in family spending—and Metropolitan 


pend freely, are always in a buying Florida "17 Middletown is one of them. Local families 


died Gectebe 109.7 can buy—are buying—in record proportions 
or aucerdate / 


. e Norwalk four alone enables 0 “ | 4 P 
rh rwalk Hou ' nabl you dadieiinitle 1009 | Sales currently total $93,428,000 


and ad-reading mood 


to tap th market in proportion to its ; . 
& Miami é 114.3 The Middletown Press alone delivers Metro 


& Orlando 4 117.3 5 , politan Middletown. No combination of out 


& Pensacola 257.1 109.1 side newspapers comes anywhere near equal 


high potentia It miles ahead of 

any incoming paper in coverage and 

readersh)y : ‘ 
t& St. Petersbury . 265.6 113.0 2 ing its coverage of this market 
*& Tampa 2 ; 112.0 


The Norwalk Hour 7" You ALWAYS Get MORE in MIDDLETOWN 


NORWALK, CONN. 
96% Coverage of A.B. Georgia « 101.9 ; 298.68 THE MIDDLETOWN PRESS 


City Zone (60,425) Albany 101.4 / 5.87 
Atlanta ) 101.0 ‘ 76.48 


57% Coverage of puneans 4; 8.8 97 12.08 MIDDLETOWN, 
The Trading Area 


Represented by 
The Julius Mathews Special Agency, Inc 


Columbus 54.8 95.8 ‘ 11.81 
Macon 97.2 11.50 
w® Savannah 114.1 109.7 16.40 
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RETAIL SALES FORECAST 


HIGH SPOT CITIES (S.M. Forecast for May, 1957) 


THIS Is Eastern Connecticut | RETAIL SALES FORECAST ¢ City 


$56,350,000 
FOOD SALES 


Eastern sales 


$295 
average. The 


Connecticut’s food 
$1,150 per 
above the 


average family 
national 
area’s 49,000 families spend over 
$56 million in grocery stores. 

The only way to sell this big, 
quality food market is through the 
newspaper that puts more circula 
tion into the market than any other 
daily. Eastern Connecticut is the 
Norwich Bulletin 


market 


Norwich Bulletin 


and Norwich Sunday Record 


NORWICH, CONN. 


Bulletin 
24,038 Daily 


Sunday Record 
20,403 


Represented by 
The Julius Mathews Special Agency, Inc 


BIDDEFORD-SACO 
Key Market in 
Your Maine Quota 


Biddeford-Saco is the basic 
market of Maine’s fourth 
largest county containing 
35% of its population, 30% 
of its income and 412% of 


$109,283,000 retail sales. 


A successful selling job in 
York County starts with the 
Biddeford- 


possible only 


capture of the 
Saco market 
through the Biddeford Jour- 
of the 


nal... a must in 90% 


twin cities’ homes 


THE BIDDEFORD 


JOURNAL 


BIDDEFORD, MAINE 


Represented by 
The Julius Mathews Special Agency, Inc. 
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See the Survey ef 
Buying ing Power for 
pcm anny = sales 


pa mien. 
FOR MAY, (957 


RETAIL SALES FORECAST 
(S.M. Forecast for May, 1957) 
City 
City City Nat'l 
index Index Index $ 
1957 1957 1957 (Million 
vs vs vs May 


1948 1956 1956 1957 


Hawaii 
%® Honolulu 


Idaho 


*% Boise 


Illinois 46.7 102.2 98.3 1,058.53 
Bloomington 26 100.5 96 
Champaign 

Urbana 415 103.5 
Chicago 3. 101.2 
Danville 9. 103.4 
Decatur 19 101.2 

w East St. Louis 16.2 112.0 

w& Moline-Rock Is 

land-E. Moline 142.0 105.2 
Peoria 139.6 100.7 
Rockford 172.5 103.4 
Springfield 146.7 103.6 


Indiana 49.6 103.0 
w& Evansville ‘ 105.9 
Fort Wayne 101.7 
Gary 3 102.3 
Indianapolis 5 103.1 
w& Lafayette 3 104.5 
Muncie $2.! 98.8 
South Bend ‘ 98.7 
Terre Haute 7 102.3 


lowa 32.2 101.7 
Cedar Rapids V9 
w Davenport 9 1041 
Des Moines 5 102.4 
Dubuque 7 100.4 
Sioux City 2 97.1 
Waterloo 3 101.0 


City City Nat'l 

Index Index Index 5 
1957 1957 1957 (Million) 
vs vs vs May 


1948 1956 1956 1957 


Kansas 142.0 
Hutchinson 121.7 
Kansas City 147.9 
Topeka 176.9 
Wichita 200.6 


Kentucky 100.7 
& Lexington 106.7 
Louisville 54.5 98.6 


Paducah : 101.0 


Louisiana 18. 9 1014 

*& Baton Rouge 220.4 105.1 

Lake Charles d > 2.2 98.3 
&® Monroe, West 

Monroe bd 46 1006 

w& New Orleans 5.2 ) 102.2 


Shreveport ) 99 95.6 


Maine 3.7 5 974 
® Bangor 48 1008 


212% 


Sales Production Index 
With Circulation to Match 


Waterville dealers get more than 


double their average share of the 
nation's retail sales. Shoppers from 
a big two-county area pour into the 
city and total sales shoot 112°/, 
above par. Food and automotive 
sales show a 103°, bulge, general 
merchandise 117°/,, lumber-building 


materials-hardware |38°/, 


Busy, shopper-crowded Waterville— 
key to $114,000,000 retail sales—is 
a strategic Main market that can be 
sold best from the inside, The Senti 
nel does the job thoroughly, economi 
cally, covering Waterville completely 
while reaching an even larger number 
of homes in the trading area. 


Waterville Sentinel 
WATERVILLE, MAINE 


Represented by 
The Julius Mathews Special Agency, Inc 


HIGH SPOT CITIES 
IN THE STATE-SIZE an es 


See the of 
Buying Pa 
full population, sales 


PORTLAND, MAINE | 2:2" 
FO Y, t 
MARKET 
RETAIL SALES FORECAST 
(S.M. Forecast for May, 1957) 
$3,121,000.00 FOOD SALES : 


City City Nat'l 


= 


Index index index $ 
Every Week 1957 1957 1957 (Million) 
vs vs “s May 


1948 1956 1956 1957 
Housewives in the 9-county Portland market select $3 Million 


of grocery products a week—$162,304,000 a year! And it’s Maine (cont.) 
quality spending $1 13 more per family than the average Lewiston-Auburn 131.6 93 95.5 7.21 
iy. &. family spends for food. Portland 1393 WS 0 12.59 
A made-to-order opportunity for increasing sales of your Maryland 1711 1007 %8 264.87 
brand of grocery products. And—in addition to the respon- Baltimore 142.1 995 95.7 119.67 
siveness of the market—you %& Cumberland 132.4 106.4 102.3 5.91 
have the advantage of the we Magweteee ws WS WLS 7.42 
famed pulling power of the 
single-buy Portland Newspa- Massachusetts 
pers—for years one of the 526 119 980 525.86 
* ’ . 1j Boston 137.2 98.9 9.1 120.63 
nation’s top test media... In Seeattie ene tes ome ape 


a top test market... 


Advertisers know ... from 


successful experience , . . that 4 Rill T 
aine’s Top 


if the product’s right the Port- 


land Newspapers will sell it Food-Buying 

set the sales pace for the 
nation. Families 
Portland and its newspapers lo know who are the best pros- 


a formula for brand gains. pects in Maine for your baby food, 
household tissue, soap, dog food, 
coffee or any other grocery item, 


qm —- A ; 
NINE-COUNTY SALES ARE check the buying habits of the 


$162,304,000 FOOD SALES seit geo County's 
$998 PER FAMILY Sc tek Seudhi teal Ge aes 


highest in the state—$405 above 


PORTLAND, MAINE rapes 
a To sell Maine's top food market 


you need the paper that reaches 
AEWSPAPERS the largest single concentration of 
food buyers in the county—the 


Augusta Kennebec Journal 


PRESS HERALD EVENING EXPRESS 
AUGUSTA 
KENNEBEC JOURNAL 
AUGUSTA, MAINE 


SUNDAY TELEGRAM 
78,688 DAILY 93,222 SUNDAY 


/ th ial A , Inc. 
Represented by The Julius Mathews Special Agency, Inc Regrensated ty Che: tales: Mathew 


Special Agency, Inc. 


90 SALES MANAGEMENT 


HIGH SPOT CITIES 


RETAIL SALES FORECAST ¢ 


See the Survey of 
Buying Power for 
ful 


population, sales 


and income data 
on these cities. 


RETAIL SALES FORECAST 


(S.M. Forecast for May, 


City 
Index 
1957 

vs 
1948 


City 

Index 

1957 
vs 


1956 


1957) 


City 
Nat'l 
Index 
1957 
vs 
1956 


(Million) 
May 
1957 


Only Thing We're 
FIRST in Is 


CLASS 


FOR MAY, i957 ° 
We leave the “firsts” to the big 


RETAIL SALES FORECAST fellows are content to do a 
(S.M. Forecast for May, 1957) 
City 
Nat'l 
Index $ 


1957 = (Million) 


Nebraska 


shail first-class job of providing an 


Omaha interesting and complete news- 
City City » . 

paper for local families 
Index 


1957 


Index 
1957 

vs vs vs May 
1948 1956 1957 


They in turn give us first-class 
Nevada y E . 


w® Reno 


105.8 


195.1 105.2 readership—-which enables us 
1956 


to do a first-class job of de 
livering this market of 9,000 


New Hampshire $31,800,- 


152.9 
147.8 


59.6 


and their 


OOO retail sales 


Massachusetts (cont.) families 


Fall River 1190 97.2 
Holyoke 137.3 96.8 93.1 
145.1 1166 112.1 
134.1 107.0 102.9 
133.6 101.9 98.0 
127.3 97.9 94) 
148.1 102.2 98.3 
1445 103.1 99.1 
148.0 102.3 98.4 
143.0 1060 101.9 


104.6 
104.4 
103.3 


100.6 
100.4 
99.3 


G 5 
i & Manchester 


Nashua 


dr Lawrence Join the advertisers who have 


w& Lowell 
Lynn 
New Bedford 
Pittsfield 


tried us for a first-class selling 
job 


more 


New Jersey and have come back for 
166.3 
122.6 
135.9 
135.0 


105.4 
98.3 
98.2 

101.6 


602.76 
Atlantic City 11.85 


Salem Camden 


Elizabeth 


G6 
2.96 


Springfield 13.34 


w® Worcester 


Little Falls Times 
LITTLE FALLS, N. Y. 


Represented by 
The Julius Mathews Special Agency, Inc 


Jersey City 
Hoboken 
& Newark 
& Passaic-Clifton 
& Paterson 
*® Trenton 


4191 
130.0 
158.6 
137.9 
194.9 


27.11 
61.62 
17.33 
20.64 


26.55 


96.9 
94.7 
100.9 
96.8 
89.7 
97.0 
94.5 
104.1 
92.4 
97.5 
97.6 
94.0 


Michigan 
Battle Creek 
w® Bay City 
Detroit 
Flint 
Grand Rapids 


Match Your Advertising to 
BOOMING 
ROME'S 


Progress 


Rome—for 


New Mexico 
222.6 


289.8 


Jackson 
Kalamazoo 
Lansing & Albuquerque 
Muskegon 
Pontiac 


New York 


Albany 


144.4 
137.0 
124.0 
1442 
129.6 


102.7 98.7 
103.1 99.1 
93 945 11.57 
106.7 102.6 77.74 
976 93.8 7.71 


1,717.64 
20.41 


Port Huron 

Royal Oak 
Ferndale Binghamton 

*® Buffalo 
Elmira 


& Hempstead 


98.1 
Saginaw 97.1 


eleven out of twelve 
months leading High-Spot City in 
New York State—is increasingly im 
portant in your upstate and 
advertising plans 


sales 
325.89 
13.52 
79.62 
41.26 


Minnesota 

® Duluth 
Minneapolis 
St. Paul 


275.1 
124.0 
127.4 
156.1 
154.3 
151.9 
175.8 
137.6 
Syracuse 143.0 
Troy 116.9 
Utica 131.1 


Township 104.0 
100.5 
101.3 
105.4 
101.4 
103.6 
106.2 
100.9 
105.8 
96.0 
103.4 


100.0 
96.6 
97.4 

101.3 
97.9 
99.6 

102.1 
97.0 

101.7 
94.2 
998 


90.30 

To high wages of local diversified 
industries, the Air Force electronics 
research and supply has added a $37 
million payroll, will probably raise it 
to $52 million by 1960, 


Jamestown 


New York 


5.95 
837.00 
12.44 
8.35 
51.87 
5.20 
14.49 
33.21 
9.03 
12.90 


Niagara Falls 
Poughkeepsie 
150.0 Rochester 
166.8 


161.9 


Mississippi 


Booming Rome is where the money is 
Jackson 


—your prime ad target—in this up 
state area, The Sentinel alone covers 
Booming Rome and its $192,500,000 


income market, 


ROME 
DAILY SENTINEL 


A.B.C, 17,303 
KROME, N. Y. 


Call, wire or write 
W. 5S. De Himer, Adv. Dir 
for complete merchandising and 
marketing services to supplement 


Rome 


Meridian Schenectady 


Missouri 
Joplin 
Kansas City 
St. Joseph 


St. Louis 
w& Springfield 


North Carolina 


189.8 
159.1 
187.8 
148.1 
200.4 
222.2 
206.5 


103.4 
101.6 

96.6 
103.2 
107.7 
102.9 
112.2 


99.4 
97.7 
94.8 
W2 
103.6 
98.9 
107.9 


350.92 
10.45 
26.24 
10.45 
20.62 

6.98 
14.16 


Asheville 
Charlotte 
145.8 
156.2 
151.3 
161.4 


104.3 

97.9 
104.2 
108.9 


100.3 Durham 
94.1 
100.2 


104.7 


Montana 
Billings 

& Butte 

® Great 


& Greensboro 
Highpoint 


& Raleigh your campaign 


Falls 


MAY 3 1957 


“RESULTS” 
a vague and 
elusive word 


can be 


lime and again, for advertisers 
in almost every possible category, 
the Salisbury Post has produced 


volume sale . 


When you use the Post, you 


can count on RESULTS ; re 
ults you can see and feel and 
measure profitable results 


if you ple inf 


A rich and responsive market 


leaning almost exclusively on the 


Post for its product knowledge 


place lo invest some ol 


dollar 


i i sate 


our id ert inp 


= SauisauRny © EVEnInG F — 
© SALISBURY SUNDAY Que 


Lo eres 


a eet eee =e 


Published in the Tri-Cities 
Salisbury —Spencer—East Spencer 
Post Office: 


SALISBURY, NORTH CAROLINA 


ELYRIA 
A Top U.S. 
Food Market 


With $1,018 family food sales, Ely 
ria outranks thirteen of Ohio’s, 282 
of the nation’s, met 
kets as a 
Industrial wage 


ropolitan mar 


quality food market 
earning families in 
“Ruhr of America” 
food than the 


a total of 


the yvrowing 
pend $163 more for 
S. family—-for 
26,000 


iveraye U) 
$52,5 
You can't ell Elyria 
side. You need the 

yram-—first 


from the out 
Tele 


advertisers 


Chronicle 
choice ol 
elling this big, 


who are really 


quality market 


Chronicle-Telegram 


“The Family Newspaper” 


ELYRIA, OHIO 


Circulation nto ABC 9 30 56 
DOUBLE the Number of City Families 


Represented by 


The Julius Mathews Special Agency, Inc 
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HIGH SPOT CITIES 
RETAIL SALES FORECAST $ 
See the Survey of 


ful lati i 
u ion, sales 
and income data 

on these cities. 
FOR MAY, 1957 


a 


RETAIL SALES FORECAST 
(S.M. Forecast for May, 1957) 


City 
City City Nat'l 
Index index index $ 
1957 1957 1957 (Million) 


vs vs vs May 
1948 1956 1956 1957 


North Carolina (cont.) 


Salisbury 188.3 98.3 94.5 4.71 
Wilmington 1404 99.3 95.5 6.89 
Winston-Salem 204.4 98.5 94.7 14.70 
North Dakota 
1249 105.5 101.4 62.76 
de Fargo 140.0 105.0 101.0 7.77 
Ohio 170.9 103.8 99.8 1,023.42 
& Akron 174.0 110.3 106.1 45.25 
Canton 149.7 96.2 94.4 18.52 
Cincinnati 151.4 99.8 96.0 76.44 
w& Cleveland 1516 1046 1006 143.85 
*® Columbus 177.2. 104.7 100.7 66.74 
Dayton 177.1 103.0 99.0 49.45 
Elyria 165.0 98.4 94.6 5.66 
Hamilton 187.4 100.6 96.7 10.49 
w® Lima 166.3 106.0 101.9 9.53 
& Lorain 174.9 104.2 100.2 8.15 
Mansfield 186.3 101.6 97.7 9.95 
Middletown 157.4 95.4 91.7 5.71 
Portsmouth 152.0 98.7 94.9 6.22 
Springfield 163.2 101.7 97.8 12.55 
Steubenville 183.5 101.0 97.1 8.13 
Toledo 141.0 98.5 94.7 44.46 
&® Warren 184.7 104.0 100.0 10.14 
& Youngstown 171.5 108.0 103.8 29.86 
Zanesville 154.1 101.0 97.1 6.47 
Oklahoma 153.0 1043 1003 206.19 
® Bartlesville 190.5 111.0 106.7 3.56 
w& Muskogee 152.5 109.5 105.3 4.62 
Oklahoma City 174.3 100.8 96.9 41.27 
w® Tulsa 180.8 105.7 101.6 33.77 
Oregon 149.7 109.7 105.5 196.45 
Eugene 1349 95.7 92.0 8.82 
& Portland 146.7 111.0 106.7 69.32 
de Salem 141.1 108.0 103.8 8.70 
Pennsylvania 
144.7 104.0 100.0 1,061.39 
& Allentowr 145.6 104.3 100.3 17.02 
Altoona 121.0 102.3 98.4 7.68 
Bethlehem 135.4 101.3 97.4 6.92 
Chester 156.0 103.1 99.1 10.12 
Erie 136.2 100.2 %.3 17.77 


ALTOONA 


a TEST MARKET 
with many advantages 


In the center of a 50 mile island 
market is Altoona, Pa., with 
143,151 men, women and chil- 
dren in the metropolitan trad- 
ing area. In Altoona alone over 
98% of the families read the 
Mirror, and in the entire trad- 
ing area the coverage is 75%. 


The volume of retail business 
in this great Altoona area mar- 
ket in 1956 exceeded $134,000,- 
000. 


Whether you are seeking a bet 
ter test market or want to ex- 
pand your present sales, check 
carefully the many advantages 
of using the Mirror. 


Altoona 
cost by 


You can cover the 
Market ... at one low 
using the 


ltoona 
Mirror 


RICHARD E. BEELER, Advertising Manager 


Don't miss the 32 


...above all don't miss 


Penn's 3" 
largest market / 
of $3, 


sales? 
You are if you’re missing Pennsyl- 


Are you missing your share 
318,000 a year in drug store 


vania’s 3rd largest market Bethle- 
hem-Allentown. And it takes the 
GLOBE-TIMES to reach the Bethle 
hem families. (All other papers com- 
bined don’t even cover 4% of them!) 
Are you covering them? 


The Bethlehem 
Globe- Times 


Rolland L. Adams, Publisher 


Gallagher-DeLisser, Inc., National Representatives 


SALES MANAGEMENT 


HIGH SPOT CITIES RETAIL SALES FORECAST RETAIL SALES FORECAST 
RETAIL SALES FORECAST ° (S.M. Forecast for May, 1957) (S.M. Forecast for May, 1957) 


City City 
See toh nes LY City City Nat’! City City Nat'l 
Index Index Index $ index » teden 
— se > ae 1957 1957 1957 (Million) en so a ' A 
on these cities. “ = 8 May vs vs vs May 
FOR MAY, 1957 .—~ — I IS 1948 1956 1956 1957 
Pennsylvania (cont.) 
RETAIL SALES FORECAST petal ‘6 wae oe — 
(5.8. Forecast for May, 1957) Sharon 1276 986 948 4.60 Texas (cont.) 
Ghy Wilkes-Barre 111.4 101.7 97.8 9.73 
City City Nat'l Williamsport 131.4 100.7 96.8 6.41 Waco 148.2 v9.9 ro 44.96 
Index Index Index $ York 165.6 97.0 93.3 10.96 Wichita Falls 151.5 m4 108 419 
1957 1957 1957 (Million) 
vs vs vs May 
1948 1956 1956 1957 
Utah 163.8 106.3 102.2 8.0 
Rhode Island & Oyden 160.6 110.0 105.8 1.15 
135.5 FS 95.5 17.85 # Salt Lake City 180.4 1046 1006 32.50 
Providence 1190 91 95.3 31.35 
Pennsylvania (cont.) Woonsocket 1122 98 93.1 4.80 
Newport 1396 99 95.1 3.46 
& Harrisburg 155.1 105.2 101.2 17.78 Vermont 140.2 106.2 1021 $8.51 
Hazleton 119.5 1007 96.8 4.09 & Buriington 145.5 107.5 103.4 5.64 
® Johnstown 136.7 105.4 101.3 10.08 Rutland 127.3 102.2 3 3.06 
Lancaster 159.0 102.1 98.2 11.81 South Carolina 
® Norristown 191.0 108.7 1045 6.94 160.6 103.3 99 3 151.63 
Oil City 108.7 103.4 99.4 2.33 Charleston 161.9 1016 97.7 11.81 Bitte 
Philadelphia 135.8 101.0 97.1 231.95 Columbie 169.1 103.6 9946 2s 48 Virginia ah. 08.0 97. tata 
w& Pittsburgh 139.4 111.4 107.1 99.38 Greenville 160.4 99.7 95.9 12.27 — ee core sts a 
Reading 128.0 97.1 93.4 14.56 Sententure 131.6 107.8 94.4 7.40 pean — ew ae _— 
Newport News 135.5 96.1 94.3 8.07 
Norfolk 163.3 1010. 97.1 $1.10 
Portsmouth 163.4 100.0 6.2 6.94 
Richmond 135.6 101.5 97.6 35.34 
South Dakota Seeneien 135.5 99.7~ 959 12.60 
1095 99.1 95.3 56.16 
Aberdeen 99.3 101.5 97.6 3.19 
Sioux Falls 118.7 97.3 93.6 7.56 
. Washington 1477 1014 975 = 269.22 
Buying Power cine... mS 3 SOF 
Everett 129.4 6.5 92.6 6.00 
es ' Tennessee 1535 1031 991 26357 Seattle ans : — le —_— 
$ sense to spo? your Chattanooga ... 159.0 102.0 96.1 nog  % Sectane pogiipsedinces: 7 
product here! Nearly half of Knoxville 1376 95.5 918 19.88 veseme — i ee — 
Yakima 126.6 9.2 5.4 4.38 
Woonsocket spending units tr Gomphis 153.2 104.9 100.9 38.51 
Nashville 166.8 103.2 99.3 32.71 


are in the $4000-and-over 


group. You'll hit 98% of NEWPORT 


Woonsocket’s ABC City RHODE ISLAND'S 
' " Texas 166.4 105.2 101.2 891.99 RICHEST MARKET 
lus “bonus” blanket- 
Zone P . Abilene 146.3 97.8 94.0 7.40 
ing of surrounding areas for *% Amarillo 173.3 104.6 1006 15.72 To get your maximum share of Newport 
total coverage of 100.000- & Austin 168.0 106.9 102.8 18.61 County's $17,205,000 food sales, The 
F % Beaumont 153.9 106.9 1028 14.52 Daily News is a must. It reaches 62% 
plus with the Corpus Christi . 191.5 103.3 993 19.51 of the homes in Newport County, 100% 
Dallas 141.4 1018 97.9 93.28 in the city where 65% of the county's 
WOONSOCKET # El Paso 204.9 108.2 104.0 24.00 income, 67% of its retail sales are con 
*% Fort Worth 169.3 105.9 101% 51.14 centrated, Outside newspapers don't pene 
CALL & Galveston 134.9 1185 1139 9.17 trate this isolated market 
- - %& Houston 194.4 107.5 103.4 110.75 . 
epresentatives Th * rt D | h 
- . 
Gilman, Nicol! & Ruthman w& Laredo 140.5 105.2 101.2 4.44 e ewpo al y ews 
Affiliated: WWON, WWON-FM & Lubbock 185.3 108.7 105.5 15.96 


Newport County's Only Daily 


| w® Port Arthur 169.3 107.3 103.2 8.67 
002 of ‘ Largest Circulation 
: San Angelo 1518 99.2 95.4 7.21 9 
COVERS RHODE ISLAND 5 San Antonio 1617 1014 97.5 50.47 in Southern Rhode Isiand 
PLUS — MARKET Texarkana 126.0 97.7 93.9 5.31 Represented by 
Tyler 550 1008 %69 7.07 


The Julius Mathews Special Agency, Inc 
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C Oo j ora a oO HIGH SPOT CITIES om duanteuicenn 
RETAIL SALES FORECAST ¢ AB ma 


Mountain Ranch-Resort See the Survey of City City Nat’! 


B ng Power for Index Index Index $ 
gta Ad gaa RO full population, sales 1957 1957 1957 (Million) 
AMA NI "A Get NI and income data vs vs vs Ov) 
JWANDA (Harmony on these cities. 7 2 ae 
Guest Ranch) adjoins ~ 1951 9 1956 1957 
Rocky “7 eae Peg N FOR MAY, 1957 e — 

t a! Park, near Este 
Park most picturetque rea r west Highest 
Jegree of vacation comfort complete ultra . 
modern facilities, superb dining. Swim in heated RETAIL SALES FORECAST Canada 146.3 107.0 100.0 1,361.80 
poo fish in beautiful Fa River which runs thru 
ranch; golf on % hole grass course, putting green (S.M. Forecast for May, 1957) 
hiking, riding on lovely mountain trails; outdoor 
steak fries: singing cowboys. Supervised children's City Alberta 
play Planned odunt sctivit ° 6 days wenn o ust City City Nat'l we Calgary 175.9 133.3 1246 28.19 
relax in an intimate, private luxury atmosphere 
Fully carpeted 2 svatoric n baths phone in Index Index Index $ Edmonton 135.55 104.2 97.4 25.52 
eecn room, etc. Lodge and indivicuel quew a 1957 1957 1957 (Million) 
nmodations. Easily reached: car, plane, train 
( p this. Phone write ¢ wire for rates and free VS vs VS May — ‘ 
brochure, You will be glad you did. Address eae British Columbia 
oo wile ge Plage og ~ — pices alliacecallcaraaaae i Vancouver 161.3 108.1 101.0 66.45 
& Victoria 155.1 111.6 104.3 12.64 
Perfectly ideal for sale neetin of up to 75 
people, particularly in May, June and Septamber West Virginia 
ananeeaee 136.4 103.4 99.4 144.28 * 
Manitoba 
SALES TRAINING Charleston 138.3 100.7 96.8 15.82 Winnipes 118.3 1049 98.0 32.58 
MANAGER Huntington 157.7 103.6 99.6 12.56 
vy, blished Ch & Wheeling 143.2 105.5 101.4 10.05 
© ore @ wen emannenee Naleege New Brunswick 
manufacturer of nationally advertised Saint John 132.3 102.8 96.1 6.55 
consumer products for the home. with i . 
a desirable opportunity for a Sales Wisconsin 147.6 105.4 101.3 390.32 
Training Manager. Will handle prod t Appleton 149.7 120.4 115.4 7.51 N S +i 
uct and field sales training under & Beloit pete co or nis 104.4 97 12.47 
alifax 5 
V.P. of Sales. Must have sales train ania . 4 
Janesville 152.3 1049 1009 9.23 
ing experience in two-step distribu , 
tion, e.g appliances radio-television w& Green Bay 167.9 107.4 103.3 10.22 Ontari 
et Sales experience and marketing Kenosha 133.7 94.4 90.8 6.67 Hamilt ° 131.7 104.1 97.3 26.82 
; amilton 
training desired. Age 35-40. Appro La Crosse 145.1 101.0 97.1 7.21 ‘ g 
priate salary offered, with attractive Madison 160.9 100.0 96.2 15.83 yn — or 4 poe 
adisor y > I.Oo2 
potential, Your full reply treated in ® Ottawa 127.6 107.1 100.1 23.60 
f A oF 
complete confidence, Box 3345 te Milwaukes we se _— & Toronto 150.0 107.7 100.7 133.84 
Oshkosh 127 98.2 94.4 5.91 
— . : Windsor 118.7 95.9 89.6 13.81 
Racine 129.9 101.5 97.6 9.38 
& Sheboygar 143.4 1084 104.2 6.12 
P R I N T A C U L A — a oe wa = 
Montreal 146.6 105.6 98.7 132.64 
isa word create by MeCall’ mapa Quebec 1318 102.3 95.6 19.08 
ine to define the pectacular use 4 20 2 ae 
139 105.1 101.1 35.44 
of print in advertising, particularly Wyoming 
in its own page P we Casper 186.7 107.8 103.7 °% ‘Saskatchewan 
Cheyenne 154.4 101.0 97.1 5.37 w® Regina 152.9 117.8 110.1 14.15 


Display Unit Tours Country 
For Scott Paper Co. 


Lround the count ntwo vea 


I hat thie hedule tor the new 


rere sted it ott \Nlerchant 
I John WK Pollitt, treasure: 
iles manayver of Ribbon and Ticke: 
Pape Lo ol Pate On N |. the 


init took to the road recently with 
\l Pollitt appropriately being first 
to ri the evistel book 
Designed tor tunctional selling to 
nall rroup the ilver and blue 
truck-traile mit ot equipped with 
motion picture al d slide pro ectors 
An exhibit of all Scort prod ts Is 
il] mMinated ilo { one le ot the 
nferior 
Panels on both ile of the traile 
provide space for insertion of the to be visiting at that time. hot and cold running water, adequate 
ippropriate Scott distributor company And for visitors with grimy hands ly flanked by the full line of Scott 
name where the display unit happens there is a demonstration table with ‘Towels. 
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Acco Products . ae 67 
Agency: La Porte & Austin, Inc 
Advertising Checking Bureau, Inc. ...... 83 
Agency: Harris & Bond, Inc 
Aero Mayfiower Transit Company, Inc. .. 51 
Agency: Calwell, Larkin & Sidener 
an Riper, inc 
Akron Beacon Journal .......... : 50 
Agency: McDaniel, Fisher & Spelman 
Company 
Ge Es pac vaatcraasenseneness 92 
American Credit indemnity Company .... 82 
Agency: Vansant, Dugdale & Company 
American Telephone i Telegraph Ceupany 
(Long Lines) swugesecosneceoovese 20 
Agency: N. W. Ayer & Son, Inc 
Batten, Barton, Durstine & Osborn, Inc.. 39 
Battie Creek Enquirer & News stetsnee Oe 
2 we — Ww & Baker, Inc 
e lowell Company .............. 6 
Agency ‘etean-Ielelede Inc 
Bethlehem Globe-Times ................ 92 
Agency: Gallagher-DeLisser, Inc 
Better Selling Bureau .. cobvness. ae 
Agency: Allen, Dorsey & Hatfield. Inc 
Biddeford Journal ..... sccevvoe GF 
Burgoyne Grocery & Drug Index . : 2 
Agency: Guenther, Brown, Berne Calkin a 
Withenbury, Inc 
Chicago Tribune .4th Cover 
Agency: Foote, Cone & Belding 
SY I ono sven eeaier cent -10-11 


Agency: Gray & Rogers 
Club Alomiaom Products Company ....... 21 
Agency: Erwin. Wasey & Company, Inc 


on Publishing Company 
ency: Robert W. Orr & ‘Associates Inc 

oF __ ... .. Perret aeee 63 
Agency: The John Marshal! Ziv Company 


ber Elks Magazine owes 9 
~ > The McCarty Company Inc 
Elyr hronicle-Telegram ; 


Fast Food . onsessese OF 


General Outdoor Advertising Compan 


nd Cover 
Agency: McCann-Erickson, In 
The Goodyear Tire & Rubber Company 
Agency: The Kudner Agency, Inc 
Greensboro News-Record .... . 84 


Agency Henry J. Kaufman & Assoc ates 


Harmony Guest Ranch .... , cosce 
Agency: The Biddle Company 

The Schuyler Hopper sonpesy peteases Me 

Hospital Purchasing File . onwe 4 

Industrial Equipment News ... Se = 7 


Agency: Tracy, Kent & Company, Inc 


Augusta Kennebec Journal 


MAY 3, 1957 


ADVERTISERS’ INDEX 


This index is provided as an additional service 


The publisher does not assume any liability 
errors or omissions 


for 


Giles Mavogemenl 


ADVERTISING SALES 


DIRECTOR OF SALES 
John W. Hartman 


SALES PROMOTION MANAGER 
Philip L. Patterson 


Asst, to Sales Director 
Caroline Cioffi 


ADV. SERVICE MANAGER 
Madeleine Singleton 


PRODUCTION MANAGER 


Patricia Simon 


DIVISION SALES 
MANAGERS 


New York—Randy Brown, Jr., East- 
ern Sales Manager; W. E. Dunsby, 
Wm. McClenaghan, Charles J. Still- 
man, Jr., John C. Jones, Elliot Hague, 
Howard Terry, Robert B. Hicks, 386 
Fourth Ave.. New York 16, N. Y. 
LExington 2-1760. 


Chicago—C. E. Lovejoy, Jr., West- 
ern Advertising Director; W. J. Car- 


michael, Western Sales Manager; 
Thomas S. Turner, John W. Pearce, 
333 N. Michigan Ave., Chicago |, 


Ill, STate 2-1266; Office Mgr., 
Lindberg. 


Pacific Coast—Warwick S. Carpen- 
ter, 15 East de la Guerra, Santa Bar- 
bara, Calif... WOodland 2-3612. 


Vera 


Ladies’ Home Journal 28 
Aqenep Doherty, Clifford Steers & Stenfield 
Life Magazine ........ 72A-H 


Aaqency: Young & Rubicam, In 
Little Falls Times .......... sews 
Living for Young Homemakers 

Agency: Arndt, Preston, Chapin, Lamb & 

Keen, Inc 


McCall's Magazine ... - 1, 


Agency: Donahue & Coe. Inc 
Marsteller, Rickard, Gebhardt & Reed, 
Merlite Industries, Inc. 

Aaency: Harry Schneiderman, Inc 
Middletown Press ..........545. 
Minneapolis Stor & Tribune . 

ay Batten, Barton, Durstine & Osborn 


Missouri Former .......... 
Agency: Brown Advertising 
Modern Machine Shop . 
Agency: Julian J. Behr Company 


” 91 
42-43-44-45 
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Nation's Business : 
Agency: Gray & Rogers 


National Folding Box .. 57 
Agency: Smith, Hagel & Knudsen, Inc 

National Van Lines, Inc. ... 9 
Agency: Wade Advertising Agency, In 

New Equipment Digest ..... 648 
Agency: Beaumont, Heller & Sperling, In 

New London Day .......-.- 88 
Agency: Gordon Schonfarber & Associates 

Inc 

Newport News .......5655> 93 

New York News 24-25 
Agency: L. E. McGivena & Comp. any 

Newsweek ° 26-27 
Agency: Bryan ‘Houston Inc 

Norristown "Fines Herald .... 4 
Agency: St. Georges & waves Inc 

Norwalk Hour ....... ee 

Norwich Bulletin ... 08 89 

Packer Publishing Company 3 
Agency: Rogers & Smith, Inc 

Porent's Institute .......... ; 77 
Agency: Ted Jommers, Inc 

Pittsburgh Post-Gazette ; 3rd Cover 
Agency: Dubin & Feldman, Inc 

PORGEE cccecccccccevesees 60 
Aqency Doyle. Dane Bernbach. ‘Ine 

Portiand Press Herald Express 90 

Progressive Architecture ..... 48A 
Agency: The McCarty Company 

Purchasing Magazine 22 
Agency: The Schuyler Hopper Cempany 

Regency Crafts, Inc. .. 65 

Reynolds Metals Company .. 59 
Agency: Buchanan & Company, Inc 

Roanoke Times & World News . 52 
Agency: The onaoed mpeney Inc 

Rome Sentinel . o* 91 

St. Paul e atch . oe ceece 468 
Agenc Holmgren Inc 

Seine Oe en 78-79 

Sales Meetings ....... . 680 

Sales Tools, Inc. 66 
Agency: George F Koehnke 

Salisbury Post ....... 92 
Agency: J. Carson Brantley Advertising 

Aqgenc 

Sloves Mechanicai mew d Compony 62 
Agency: Posner-Zabin Advertising 

South Bend Tribune 65 
Agency: Lamport, Fox, Prell & Dolk, Ir 

Southwestern Publishing Company 56 
Agency: Doyle & McKenna Advertising 

Stamford Advocate . 88 

Telefilm, inc 65 
Agency: Allen, Dorsey & Hatfield "Ine 

This Week Magazine . 13 
Agency: Benton & Bowles, Inc 

Tide Magazine 50 

United Air pe. 81 
Agency: N. W yer & Son “tine 

United States Printing A ennegreye 
Company ...... 64A 
Agency: Kammann M. shan Inc 

United Van Lines, Inc. . 23 
Agency: Kelly, Zahrndt & Kelly, Inc 

WHO-TV (Des Moines) ... 14 
Agency: Doe-Anderson romped Agency 

Waterville Sentinel ... 89 

Wheaton Van Lines, Inc. . 56 
Agency: Poorman Butler and Associates, In 

Woonsocket Cali ....... 93 
A eney Gordon Schonfarber & Associates 

Wereoster Telegram & Gazette 58 
Agency: C. Jerry Spaulding, Inc 

Zippo Manufacturing Compony 53 


Agency: N Ayer & Son, Inc 


THE SCRATCH PAD, 


By T. Harry Thompson 


Memo to a scribble: (me): Knowl 
edge, Horace said, is the foundation 
and source of good writing. Renew 
that library card! 


- 
Longshoreman’s version: Is there a 
docker in the house? 
* 
DOCTOR ORDERS Stethos opes 
tf rile vauze tongue depressors ete 
e 


Dale of a dachshund: He went 


iround a tree and met his end, ac 
cording to Hugh scott 
- 


Sack there, | wa 


VIuddle Icast 


( alling it the 


lo hear Cseorge Gobel tell it, he 
and (sarry Moore once lived in a 
theatrical boarding house where they 
had wall-to-wall dirt 

o 

New Canaan's David Melville 
thought our daffynition awhile back, 
‘Plowshares: International Harvester 
common,” should have been ‘Plow 
shares: John Deere common.” I'll Zo 
Feel better, David? 
+. 
Peabody 


saying: 


along 


Phe Cluett 
couldn't 


copywritel 
resist “Give your 
beau an \rrow 

. 

Rhythm Section: “ ‘It’s the cheer 
iest, cherryest ice-cream ever!’ says 
I lsie, the Borden cow 

e 

Harold Helfer reports a sign in an 
Arlington Va., barber shop: “Re- 
member! ‘The boss may not always be 
right, but the boss is always the boss.” 


. 

\ want-ad for a copy-chief says: 
“Salary dependant upon exp.” But 
evidently, not exp. with spelling. 

. 


“Next to my family, | like Vide 
clean clothes,” says a commercial. 
What was it BVD used to say? 

. 

The Corn Is Green Dep't: After 
a hard day with the posse, we call 
it ‘Tired Bloodhound.” 

Incidentally, word-hounds will sniff 
pleasurably at Julie London’s descrip 


tion of her own voice as “over 


smoked.” 


96 


Abe Lincoln tossed this nosegay to 
publishers: “Public opinion is every 
thing. With it, nothing can fail; with 
out it, nothing can succeed; conse- 
quently, he who moulds public opin 
ion goes deeper than he who enacts 
statutes or pronounces decisions.” 

. 

Wonder why somebody doesn’t ad 

vertise hominy in Grit's pages? 
. 

The French have a saying that 
makes sense in a hard-boiled world: 
“There is no pillow so soft as a clear 
conscience.” 

% 


Sign-painters don’t seem to give a 


hoot for what printers call “breaking 

by sense.” An oval sign in the suburbs 

actually reads: “Shopping Bala- 

Cynwyd Center” when what it means 

is “Bala-Cynwyd Shopping Center.” 
. 


So what’s new? I call it “artificial 
moss” because it’s green, cold, wet, 
and spongy. But florists call it 
“Oasis.” Makes cut flowers last 
longer. 

° 

Asked what are the sweetest words 
in the language, Mark Twain re- 
plied: ‘Not guilty.” 

7 

And ‘Thomas Edison sharpened an 
old saw: “Everything comes to him 
who (hustles while he) waits.” 

° 

“Has morning become electric?” 
asks the Philadelphia Electric Co. 
Ex-Ayerdale Bill Coleman said it 
better away back there: “Morning 
Becomes Electric.” 

* 

Curtain-line, courtesy of a Zabel 
Bros. calendar: “Be kind! Remem- 
ber, everyone you meet is fighting a 
hard battle.” 


Articles of Faith 


Faith is not confined to what our minister, priest, or rabbi asks us to 


have, in order to get through this obstacle-course we call “life.” 


Faith, quite aside from religious connotations, 1S belief in a number 


of things. 


It is belief in the firm which signs our paycheck . . 


. in its policies, 


its officers, its dealings in the market-place. 


It is belief in the product. Or, as they say on What's My Line?, in the 


service, if no product is involved. 


t 


It is belief in the over-all fairness of those to whom we must sell to 


keep going, keep growing. It is belief that our toughest competitor is 


playing the game fair and square and not trying to cut our figurative 


throats. 


But, perhaps above all things business-wise, it is belief in one’s self 


. . . belief that each of us has what it takes for the selling role he has 


( hose n. 


. . belief that we will go as far in selling as we might have gone 


in law, medicine, agriculture, or electronics. 


Without these articles of faith, we are lost sheep, grazing where there 


is no grass, bleating where no shepherd can hear. 


Without faith, life is not worth the wear and tear. 


SALES MANAGEMENT 


alii “ 
ae 


“—=SSX . 


How Hard is Easy? 


Not hard at all. In fact, it’s easy as falling off a log, when your objective is 
a bright sales picture in Pittsburgh. Pittsburgh is BIG, and getting BIGGER! 
It has more than 3 million people who spend $3'% billion within its 50-mile 


retail trading area. That’s 50°, more than St. Louis’ or Cleveland’s 50-mile 
markets, and double Cincinnati’s. And in this growing market, only the 
Post-Gazette covers it all. Depend upon our trusty trio—Brod Coverage, 
Hi Acceptance and Lo Cost. And you'll soon agree .. . 


YES! GoM“? HAS Heatyooneds in Pittatorghe! 
Pittsburgh Post-Gazette 


Fastest-Growing Newspaper in America’s 8th Market 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT 


Todays marketing concept- 


Is IT WORKING FOR 
OR AGAINST YOU? 


loday’s marketing concept—exactly what 1s tt? 


ge does the uniting of all the forces of 


planning, selling and advertising into a 
single, highly integrated function help manu- 
facturers, distributors and retailers cope success- 
fully with today’s challenges—and take advan- 
tage of today’s opportunities for sales volume? 

Specifically, how does it affect the viewpoint 
of management on production, financing, pric- 
ing, distribution? 

How are retailers utilizing the marketing 


concept? How are department stores, grocery 


and drug chains and others using it to produce 


greater profits today and build solidly for the 
future? 

Finally, how does advertising take best ad 
vantage of the available media and methods to 
communicate most effectively to the consumer 

the key factor in the marketing concept? 

These questions will be explored in the 
Chicago Tribune's eighth annual Forum on 


Distribution and Advertising, May 20 and 21 


LIGHTH 


in Chicago. Joining in three informal panel dis- 
cussions will be recognized business and pro- 
fessional leaders in manufacturing, retailing, 
research and advertising 

This year's panel members have been chosen 
for their leadership in developing the potentials 
of the marketing concept in their own fields 

If the marketing concept is not working for 
you today, the odds are that it is working 
against you If you want to know more about 
its potentials and implications in your own 
held, the Chicago Tribune invites you to attend 
the forum’s three panel sessions which we be- 
lieve will be the most important and significant 
in the seven year history of this annual exchange 
of experience and ideas 

The seating capacity being limited, admission 
will be by ticket which may be obtained by 
addressing Chicago Tribune Forum Tickets, 
Room 1333, Tribune Square, Chicago 11, 


Illinois 


ANNUAL 


CHICAGO TRIBUNE FORUM ON 
DISTRIBUTION AND ADVERTISING 


May 20, 2:00 P.M. and May 21, 9:30 A.M. and 2:00 P.M. —W-G-N Main Studio 


Tribune Square, Chicago 


